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BUYERS, 


CANDY PRODUCTION 
Machinery, Materials, Supplies 








Check the items for which you are, or will soon be, in the market, and we will see that you are sup- 


plied with complete information about them, or that a salesman contacts you. 


THE MANUFACTURING CONFECTI 


400 W. Madison St., Chicago - : 


ONER 


: 71 W. 23rd Street, New York 





MACHINERY AND 
a, EQUIPMENT 


Conditioning Equipment 
Fans 
Tunnels, Cooling 
Basket Dipping Machines 
Batch 
Rollers 
Warmers 
Beaters 
Cream 
Egg and Gelatine 
Marshmallow 
Whip 
Belting 
Conveyor 
Packing 
Power 
Boards and Trays 
Caramel 
Dipping 
Starch 
Chocolate and Cocoa 
Machinery 
(Specify) 
Coaters 
Conditioner and Cleaner, 
Starch 
Cookers 
Continuous 
Vacuum 
Cutters 
Adjustable Steel Roll 
Continuous 
Depositors 


Furnaces 
Electric 
Gas 
Handroll Machines 
Kettles 
Choc. Melting and Mixing 
Mixing 
Open Fire 
Steam Jacketed 
Tilting 
Mills, Sugar 
Meters, Flow 
Mixers 
Motors 
(Specify Size) 
Moulds 
Aluminum 
Metal 
Rubber 
Nut Machinery 
Blanchers 
Crackers 
Roasters 
Pans, Revolving 
Popcorn Poppers 
Pulling Machines 
Pumps 
(Specify Type) 
Racks 
Refrigerating Machinery 
Rollers 
(Specify Type) 
Scales 
Platform 
Table 
Slabs, Cooling 
Marble 
Steel 


Steam Traps 

Stick Candy Machines 
Sucker Machines 
Temperature Controls 
Trucks, Hand 

Valves 

X-Ray Equipment 
Other 


RAW MATERIALS 


Acids 
(Specify) 


Butter, Coconut 
Caramel Cream and Paste 
Chemicals 

(Specify) 
Cherries, Dipping 
Coating, Chocolate 
Coconut 
Colors 

(Specify) 
Corn Products 

Starch 

Sugar 

Syrup 
Cream, Fondant 
Fats and Oils 


Flavoring Materials 
Emulsions 
Essential Oils 
True Fruit 
Synthetic Fruit 


Vanilla 
Vanillin 
Fruit Products 
Dipping 
Glace 
Gelatin 
Glaze, Confectioners’ 
Gum Arabic and Tragacanth 
Honey 
Invertase 
Licorice 
Maple Sugar and Syrup 
Marzipan 
Milk Products 
Dry 
Condensed 
Plastic 
Molasses 
Nuts, Shelled and Unshelled 
Oil, Slab 
Pectin 
Starch, Corn 
Sugar 
Beet 
Cane 
Corn 
Invert 
Liquid 
Maple 


MISCELLANEOUS 


SUPPLIES & SERVICES 


Cleaning Materials 
Insecticides 

Paints 

Laboratory Service 


Other 


(1 Have Salesman Call 
Company 
Street 


a NC a Sat ae en gS Ware Aims Makan SNA baa ALbadlnee dbsueakcdeeedeckeseouce 


Note: This request must bear the name of the firm and must be signed by the authorized purchasing agent or an officer of the firm. If an 
Individual firm, by the owner. 
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DODGE & OLCOTT COMPANY 


ESSENTIAL OILS AND VANILLA TELEPHONE: W AL ker 5-2400 
FLAVOR AND PERFUME BASES CALLE AEE FUCA 
AROMATIC CHEMICALS BOSTON—CHICAGO—PHILADELPHIA 


ST. LOUIS—LOS ANGELES 








180 VARICK STREET 
NEW Yor K 





December, 1938 


Dear Mr. Manufacturer: 


In a reprint of an address given by a prominent 
authority recently, we noticed a very interesting statement he made 
to the industry, that only by the use of guality ingredients is it 
possible to build up permanence in candy. Returned goods, due to 
lack of consumer demand, does not build up permanence. 


"D & O" have for years tried to convey this message 
to manufacturers. Why do some confectioners succeed while others fail? 
In many cases it is because the former do not use those "just as good" 
flavors. It is impossible to build up "permanence" in the confection- 
ery, or any other, industry unless quality ingredients are basic fac- 
tors. Realizing the need for better flavors we have devoted time and 
money to the study and research of flavor problems and as a result 
have produced for your industry, flavors that hold "permanence" if 
used as directed. The old "rule of thumb" method is as passée as the 
horse and buggy days. 


"D & O" Flavors are individual and economical. They 
are true to the fruit or floral effect they are intended to reproduce 
(but derived from other sources) and are recommended for hard candies 
as well as cream centers. We have flavors for every possible use. 


Build up your trade with "D & 0" QUALITY FLAVORS. 


At this season of the year it gives us much pleasure 
to wish our many, many friends in the industry, all over the world, a 
Very Merry Christmas. 


Very truly yours, 


DODGE & OLCOTT COMPANY 


P. S-. We have some very fine candies flavored with "Dolcott" 
Hard Candy Flavors, using % ounce to 100 pounds. We would like to 
send you a small box of these candies without obligation. Let us 
have your request. 


deB/ 
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> AND A HAPPY NEW YEAR 
FROM ALL OF US AT 


ROSS sROWE 
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The 
CANDY INDUSTRY'S 


WHO'S WHO 


ORD 


1939—Directory of Candy Manufacturers—l939 





LISTS FOLLOWING 
MANUFACTURERS. 


BAR GOODS 
BON BONS 
BUTTER SCOTCH 
CARAMELS 
CHEWING GUM 
CHOCOLATES IN BULK 
CHOCOLATE COVERED CHERRIES 
CHOCOLATE COVERED NUTS 
CHOCOLATE MOLDED GOODS 
CHOCOLATES IN PAILS 
COCONUT GOODS 
CORDIALS 
COUGH DROPS 
CREAM GOODS 
FUDGE WORK 
GLACED FRUITS 
GUMS AND JELLIES 
HAND ROLLS 
HARD CANDIES 
KISSES 
LICORICE 
LOZENGES 
MARSHMALLOWS 

TS 


NOUGATS 
NUTMEATS 
PACKAGED GOODS 

PAN WORK 

PENNY GOODS 

POPCORN SPECIALTIES 
SEASONAL SPECIALTIES 
SUCKERS 

SUGAR WAFER WORK 
TAFFY—SALT WATER 

TOFFEE 

VENDING MACHINE CANDIES 


_— 











As the only authentic and accurate Directory of the Manu- 
factures of America's Confections, this booklet is annually gain- 
ing a wider reputation both within and outside of the Industry. 
Every supplier of raw materials, machinery or equipment usable 
in confectionery production and sales should have copies for 
himself and his sales force. 


Listings include all commercial candy manufacturers who sell 
at wholesale, nationally or sectionally, and are classified ac- 
cording to types of confections produced by the various com- 
panies. The classifications have been compiled with the help 
of the candy companies themselves. 

The 1939 Edition of the Directory of Confectionery Manu- 
facturers will be a profitable adjunct to 


the sales kits of all who wish to bring their 

goods or services to the attention of the 

Candy Industry. PER 
ORDER YOURS NOW! oor 


LIMITED NUMBER AVAILABLE 


THE CONFECTIONERY BUYER 


Published by THE MANUFACTURING CONFECTIONER 
400 W. MADISON STREET, CHICAGO, ILLINOIS 
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— SEASONS 







ee, 


GREETINGS 


Corn Products Sales Company 


17 BATTERY PLACE, NEW YORK, N.Y. 


© Confectioners’ Starches 
e Quality Syrups 


e Cerelose, Pure Dextrose 
































THE MERCKENS CHOCOLATE COMPANY 





| 
Extends to you Best Wishes for | 





| May the NEW YEAR bring you 
HEALTH, HAPPINESS and PROSPERITY 
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OF ALL LEMON OIL 


SOLD IN THE U.S.A. 
WAS EXCHANGE OIL 
OF LEMON 


‘7 
Ra-? . 
qf4, 


COLD PRESSED 
AND CLARIFIED 


FROM CALIFORNIA 
LEMONS 


HERE you have the fact 


and the reason for it. 





Quality and fair price have ~> 
OIL OF LEMON U. S. P. 


Sold to the American market exclusively by 


FRITZSCHE BROTHERS, INC. 


fastest selling oil of lemon in 
76 Ninth Avenue, New York, N. Y. 
DODGE & OLCOTT COMPANY 


the United States by 2 to 180 Varick Street, New York, N. Y. 
l | Distributors for 


California Fruit Growers Exchange 
Products Department . . . . Ontario, California 
Producing Plant: 


EXCHANGE LEMON PRODUCTS CO. 
Corona, California 


made Exchange Brand the 


It is made in the largest 
plant in the world devoted 
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ee 
THE AMERICAN TASTE 


exclusively to lemon products. 
Nowhere else has uniformity 
been so exactly attained— 
or the American taste so suc- 
cessfully met. 

Next time specify Exchange 
Brand Oil of Lemon, U. S. P. 
(Clarified). Find out why it 


leads in popularity. amaesuuatie 


California Fruit Growers Exchange, Products Department 
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~..<al Every type of coating used in the 


manufacture of quality choco- 





lates is available in Hooton’s 
Line. And each gives you all of the 
things that make for sales success. Live, 
fresh flavor—unmatched smoothness— 
proper color — absolute uniformity — 
these are the things that count—a few of 
the reasons why there are so many 
Hooton users with notable success rec- 
ords. Your request for samples—light, 
medium, or dark for either enrober or 
hand-dipping—will be welcomed. There 


is no obligation whatever. 


Hoolon 


CHOCOLATE Co 


NEWARK, NEW JERSEY. 
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Gor the First Time! 


A Practical Handbook on Proper Use and 
Care of Candy Coating Machines 


— 


CHOCOLATE-COATING 
CANDIES BY 
MACHINE 


By 
Mario A. Gianini 
Gen’‘l Supt., Wallace & Co., Brooklyn, N. Y. 


a 


Here for the first time is a comprehensive 
Text on this most important phase of candy 
production—A Primer for the Operator, and 
for overyone else who is active in, or con- 


| nected with Chocolate Work. 





| 
| 
| 





Me. GIANINI has drawn on his years of 
experience as a practical candy man to give 
you the full benefit of an unusual accumula- 
tion of first-hand information on the subject 
of Coating Machines and their every-day 
operation in the Candy Plant. 


WraitTEN in simple, understandable lan- 
guage, this booklet should be in the pocket 
of every coating machine operator, on the 
desk of every plant superintendent, and in 
the library of every candy company execu- 
tive. 


PRICE PER COPY—50 Cents 


Quantity Prices Quoted on Request 
Order From 
Book Sales Dept. 


THE MANUFACTURING CONFECTIONER 


400 West Madison Street, Chicago, Illinois 
71 West 23rd Street, New York, N. Y. 
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America’s No.1 
eo} | Hm ©) ame) 9-4 (er - 


Compare this orange oil with any high 
grade oil and you will know why Exchange 
Cold Pressed Oil of Orange, U.S. P. is in 
such great demand. Ask our jobbers for 


rYoTuslo}(-MeolaloMeseliil Lola: Moll] ita amolil- Mm alae 





COLD PRESSED, U.S. P. 


Sold to the American market exclusively through: 


DODGE & OLCOTT COMPANY . FRITZSCHE BROTHERS, INC. 
180 VARICK STREET, NEW YORK CITY 76 NINTH AVENUE, NEW YORK CITY 


Distributors for: California Fruit Growers Exchange, Products Department, Ontario, California 
Producing Plant: The Exchange Orange Products Company, Ontario, California 


Copr. 1938, Products Dept., California Fruit Growers Exchange 
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FLAVOR Makes a Candy’s Popularity 
SUPERKREME in the Batch Insures 


FLAVOR 


To Fudges, Caramels, and Other “Chewy” Candies, 
SUPERKREME adds Richness and Tenderness 


CONOMICAL production and Candy quality standards 
should go hand in hand. Both objectives depend on 
experience in the supply and use of basic ingredients. 


For many years, SUPERKREME has been relied upon by 
candy manufacturers in producing quality candies 
of this character—as the finest combination of 
fresh milk and cream that science thus far has 
been able to produce for confectionery 
manufacturing purposes — exclusively. 














Formulas covering the many uses of SUPERKREME will be sent 
promptly, without obligation, on request. Simply address 


WHITE-STOKES COMPANY, INC. 
3615-23 Jasper Place, Chicago, Illinois 


BRANCHES: BROOKLYN, N. Y. . LOS ANGELES, CALIF. 


WhateItokes 


SPECIALIZING IN PURE FOOD PRODUCTS SINCE 1906 





WHITE-STOKES COMPANY, INC., 3615-23 Jasper Place, Chicago, Illinois 
Without obligation on our part, please send SUPERKREME Formulas addressed for the attention of 





NAME ~ FIRM 


STREET ADDRESS CITY a, as 


Pv VV VVVVVVWY Vy) Vey Vo 








page 14 THE MANUFACTURING CONFECTIONER 
































UU Tet 18 
MANUFACTURING 
CONFECTIONER 





LIQUID SUGAR 


Answer to Greater Commercial Sugar Demand 


By DR. JOSEPH F. LEETE 


N a broad sense, Liquid Sugars include all water solu- 
tions of various sugars having a predominately sweet 
taste. Cane syrup, molasses, maple syrup, honey, 

rock candy syrups, sucrose syrup, invert syrups and other 
liquid sugar refinery products are, therefore, liquid sugars. 

We are considering, however, particularly those liquid 

sugars produced by sugar refiners for the food industries, 
especially confectionery manufacturing. These liquid 
sugars are marketed in the United States in quantities 
totaling several hundred millions of pounds annually and 
their use is growing steadily. Although a sizable part 
of this business is handled in drums or barrels, by far the 
major part of the deliveries are made by tank truck or 
tank car. 


The liquid sugar which frequently comes first to the 
mind of the confectioner—and the most valuable one to 
the manufacturer of hard candy—is essentially a simple 
syrup, a pure sucrose solution. There are several grades 
of this product, depending on color, colloids, content and 
ash. Purity here is of extreme importance, because small 
amounts of certain impurities restrict the use of the liquid 
sugar and detract from the quality of the finished prod- 
ucts. A number of other syrups are recognized by the 
trade as liquid sugars. Among these, and at the opposite 
end of the list, is liquid invert sugar to which the nearest 
counterpart in nature is honey. This commercial product 
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Sugar is much in the news these days. What 
with quotas being set, prices fluctuating, and 
sugar interests generally seeking an answer to 
the entire problem, it is timely that we bring 
information about this fairly new commer- 
cial sugar to our readers. 


is better known to the confectionery industry in a plastic 
form resembling congealed or grained honey, but with a 
finer grain and smoother texture. Between the pure 
sucrose or cane sugar syrup and the invert sugar there 
is latitude for a great number of liquid sugars containing 
various proportions of these two basic sugars and varying 
further in color and purity. 

In actual practice, however, only a limited number of 
these liquid sugars is manufactured, i.e., those which most 
closely fit the needs of the user, whether he be a manu- 
facturer of confections, baked goods, syrups, biscuits, 
beverages, ice cream, paper, or other food or non-food 
products. In addition to standardized grades, liquid sugars 
are tailored to fit special conditions in a plant when both 
technical and cost considerations make such an arrange- 
ment advisable. 

Actually there is nothing new about one form of liquid 
sugar. From the beginning of the sugar industry, sugar 
whether beet or cane, has always been handled in liquid 
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Dr. Joseph F. Leete, who recently resigned 
as head of the Manufacturing Sales Division 
of National Sugar Refining Company, has 
been prominently identified with the liquid 
sugar industry since its early stages in this 
country. In 1930, Dr. Leete left Spreckles 
Sugar Corporation in Yonkers and joined the 
technical staff of Applied Sugar Laboratories, 
subsidiary of American Molasses Company. 

During 1933 and 1934, Dr. Leete’s activi- 
ties centered almost exclusively in the sales 
function of The Nulomoline Company, an- 
other affiliate of American Molasses Com- 
pany. In 1934, Dr. Leete was engaged by 
National Sugar to build up their invert sugar 
and liquid sugar business. 

In addition to his success in sales, Dr. Leete 
has many scientific contributions in the field 
of sugar to his credit, having worked in this 
field for 12 years. 


form in the refinery. It is simply a solution of sucrose 
in water, its analysis varying with the quality of the 
sugar melted. It may be said, therefore, that this type 
of liquid sugar can be as high in quality as the best granu- 
lated sugar or it may be of a quality equal to that of 
sugars down to raw sugar. 


Change Brought About 
by Commercial Manufacture 


Until the last half century the refiner has made sugar 
mainly for household consumption. Canning, preserving, 
baking, pickling, candy-making and even the preparation 
of soft drinks were done largely in the home. As a nat- 
ural result of this fact, the bulk of the sugar business was 
directed to please the home user, and the wholesale manu- 
facturer was of lesser importance in the eyes of the re- 
finer. In the past 25 years, however, this state of affairs 
has undergone a radical change. While a good deal of 
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Dr. Joseph F. Leete 


candy-making, baking and other sweet cooking still takes 
place in the home, the greater part has now shifted to 
manufacturing units. During most of this changing scene 
the manufacturer has been forced to struggle along with- 
out much help from the refiner, aside from the improve- 
ment and standardization of chemical and bacteriological 
purity and grain size and the production of special sugars 
such as amorphous or transformed sugar, until about a 
dozen years ago, when he was offered liquid sugars, which 
have changed the picture considerably. 

Liquid sugars are easier to handle in the plant and more 
economical, because there is no loss from spillage and waste 
on the bag and because the labor of handling is entirely 
eliminated. Since it is not handled, it reaches the candy 
manufacturer’s kettle in the same clean and sanitary con- 
dition as it leaves the refinery. 

Most liquid sugars can be shipped only comparatively 
short distances because of the water content and the con- 
sequent higher transportation costs. They cannot be stored 
in very large quantities or over very long periods of time. 
But these are minor points compared 
with the very many advantages to be 
derived by using liquid sugars. 


Liquid Sugars Substituted 
Easily in Formulae 


Any confectionery or other edible 
product that is made by dissolving 


“Liquid Sugars Are Economical and Easier 

to Handle in the Plant Because the Labor of 

Handling Is Entirely Mechanical and There 

Is No Loss from Spillage and Waste on the 

Bag.” Typical Liquid Sugar Installation in a 
Candy Plant 
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sugar in water can include a liquid sugar in its formula. 
It is only necessary to calculate from standard tables and 
from weights used the percentages of sugar and to fol- 
low these when substituting liquid sugar for granulated. 
In some cases, where a very small amount of water is 
needed in a formula, it may be desirable to add some gran- 
ulated sugar to the mixture in order to secure an initial 
higher concentration, but for most formulae the liquid 
sugar may be metered directly into the cooking kettle 
from the storage tank without any such addition. 

The immediately foregoing remarks apply especially to 
a straight 67° Brix sucrose solution. As stated previously, 
however, there are various other important liquid sugars 
of higher solids content and definite ratios of sucrose to 
invert sugar. Their use is very advantageous in such 
products as ice cream, preserves, jellies and beverages as 
well as in many types of candies. 

Any candy maker can adjust his process to the use of 
liquid sugars by making slight changes in his procedure. 
It is safe to say that in the future all candy manufac- 
turers who use enough sugar to justify the cost of a 
storage tank will use liquid sugars, provided their fac- 
tories lie within the range of available and reasonable 
delivery. 

As an architect or builder uses stone, wood and cement 
to construct an attractive home, so a candy architect 
designs a delectable piece using sugar, corn syrup and in- 
vert sugar. The junior member of these three, invert 
sugar, is a conditioner used in relatively small proportions, 
and the problem of its handling has not been a major 
one. Corn syrup, as its name implies, has always been in 
liquid form, and, though quite viscous when cold, is suf- 
ficiently fluid when warm to make its storage in tanks 
easy and its pumping by pipe line about the candy fac- 
tory to the stations where it is to be used a simple matter. 
These advantages are readily discernible and corn syrup, 
accordingly, has been delivered in tank cars or trucks for 
a number of years. But the handling of sugar in bags 
has presented and continues to present a real problem to 
most manufacturers. This problem concerns transporta- 
tion, storage, moving the bags from place to place by 
plant truck or elevator, the slitting of the bags, the re- 
moval of lint or other foreign matter which sometimes 
adheres to even the cleanest bag and which goes into the 
kettle when the bag is shaken to remove the last pound 
of sugar and, lastly, the disposal of the bag itself. 


Plants in East 
Using Liquid Sugar 


In a few cities on the Atlantic Coast, especially New 
York, where at least five plants are producing liquid sugars 
and where a great number of confectioners and other 
manufacturers in the metropolitan area and adjacent ter- 
ritory are using these liquid sugars very successfully in 
large quantities, these problems have been completely over- 
come. A large manufacturer of hard candy has ex- 
pressed himself as follows: 

“Our candy is made from a base of liquid sugar which 
is stored in large modern syrup tanks installed in the base- 
ment. The use of liquid sugar not only saves much time 
in mixing the ingredients, but the liquid base also assures 
a cleaner, better mixture, consequently, a superior qual- 
ity product. The liquid sugar is delivered from the re- 
finery in large shiny cylindrical tanks which are mounted 
on trucks used for delivery of milk to dairies. The supply 
in our syrup tanks is indicated by upright gauges, showing 
a capacity between 5,000 and 7,000 gallons.” 

Liquid sugar and corn syrup receiving or storage tanks 
are frequently placed side by side in a candy plant. The 
location, to suit the buyer’s convenience and allowable 
floor loads, is either on an upper floor for gravity feed or 
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in the basement for distribution by compressed air or 
direct pumping. The pump operates automatically. The 
liquid sugar is then metered directly into the cooking 
kettles as the formula demands—an immense convenience 
and saving of time and trouble over the older method of 
slitting the sugar bags, weighing, transferring to cooking 
kettle and dissolving the sugar in water by steam heat. 





IMPORT DUTY ON 
ENGLISH CANDY CUT IN HALF 


With the signing of the Anglo-American reciprocal 
trade agreement recently, which becomes effective Jan. 
1, 1939, the duty on all candy coming into this country 
from Britain and valued at six cents or more per pound 
has been reduced to 20 per cent from its former rate of 
40 per cent The new tariff agreement has also effected 
reductions in certain other commodities related to candy 
and candy making. For instance, candy wrapping, and 
candy cutting and wrapping machines having as an essen- 
tial feature an electric element or device, n.s.f.p. and parts, 
now are subject to only 171% per cent duty, as compared 
with the former rate of 35 per cent; and candy wrapping 
or combination candy cutting and wrapping machines, 
n.s.f.p. and parts, now come in at 17% per cent duty, 
as compared with the former rate of 27% per cent. 
Similarly duties on certain raw materials used for candy 
production are also reduced. At the hearings relative to 
the new trade pact, held last March, the American con- 
fectionery industry voiced able and strong opposition to the 
tariff slash, but apparently the Administration’s well- 
known penchant for carrying through on an original idea 
despite protest or counsel from those whom this idea may 
affect was again very much in evidence. The new tariff 
agreement apparently was another “must” proposition 
which, in spite of its acknowledged general benefit for 
world trade; does nevertheless come as a severe blow for 
the confectionery industry which already is deep in the 
throes of competitive trouble in its own domestic domain. 





COMMITTEE PLANS CANDY 
INDUSTRIES EXPOSITION 


The exhibition committee of the National Confection- 
ers Association met in New York, Nov. 29, to lay plans 
for the exposition of equipment and supplies which will 
again be held in connection with the 56th Annual Con- 
vention of the N.C.A., in Chicago, May 22 to 26. A 
strong drive will be made to bring in a large attendance 
to this convention by making the exhibit the main attrac- 
tion next to the program, according to Exhibit Chairman 
D. P. O’Connor, of Penick and Ford, Ltd. Broadsides 
of the booths available and their location were mailed out 
December 3, and contracts for space are already being 
received. As usual, a cup will be given for the booth 
receiving the highest rating, but the procedure of selec- 
tion and award will be changed from last year. 

A selected committee, unknown to all but a few per- 
sons, will be the sole judges of the booths, and their judg- 
ment will be based on the three questions: Does the ex- 
hibit effectively represent the company; does it effectively 
represent the company’s products; and does the booth 
personnel efficiently and courteously represent the company 
and its products. All exhibitors are being urged to put 
forth their best efforts to have an attractive as well as 
interesting booth. 





It is reported that the National Candy Company is 
closing its plant in Kansas City, Mo. 
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By GEORGIA LEFFINGWELL, Ph. D., and M. A. LESSER, B. Sc. 


N the production of candy, as in every field where skill, 
experience and practice are essential requisites, confec- 
tioners, like all skilled craftsmen, have always taken 
advantage of new disceveries and materials to improve their 
products, facilitate manufacture, and to create new prod- 
ucts. With modern methods, through research and labora- 
tory control, rapidly eliminating uncertain factors in the 
making of sweets, it is not surprising, therefore, to find 
that the many valuable properties of glycerine are finding 
increasingly wide utilization in many phases of confec- 
tionery production as scientifically balanced formulas re- 
place rule-of-thumb mixing. 
A brief review of the properties of glycerine indicate 
the scope of its actual and potential usefulness in the 


Brief review of the properties of Glycerine 
indicating the scope of its actual and poten- 
tial usefulness in candy production, based on 
a comprehensive survey both of research 
material and actual practices. 











to one of dilute alcohol, giving a finer product.” Newer 
patented processes for making these concentrates also em- 
ploy glycerine (7, 8). 

Where licorice is used, glycerine, again, is definitely help- 
ful in solving a frequently troublesome problem. Licorice 


“Glycerine will also make your cream mixtures taste 
richer and smoother, intensify the flavors, and prevent 


graining.”’ 


—Excerpt from Suggestions for Home-Made 
Candies by Prudence Penny. 


making of various types of confections. Listed as a stand- 
ard ingredient of the confectionery industry (1, 2), pure 
glycerine is a clear, colorless, heavy, syrupy hygroscopic 
fluid with a high boiling point and a very low freezing 
point, fully miscible in all portions with water and alcohol. 
In the mouth this pure wholesome fluid has a warm, sweet- 
ish taste. Recent research studies have shown that glycer- 
ine is even sweeter than sucrose. Tests made at the Uni- 
versity of Maryland School of Medicine give glycerine 
a sweetness rating of 108 as compared with that of sugar 
at 100 (3). 

Because of its unusual solvent powers, glycerine is widely 
used in extracting and preparing flavoring agents, both 
natural and artificial, and for dissolving and dispersing col- 
oring materials. Drake and Lewis (4) point out that 
“Glycerine is used as a vehicle for incorporating flavoring 
agents into foods and confectionery and also assists in the 
assimilation of foodstuffs. Vanilla and tonka confectionery 
flavoring products consist almost invariably of extracts of 
these materials in glycerine.” Glycerine is one of the few 
substances legally permitted to be present in pure vanilla 
extracts (5). Coffee extracts, which are widely used as 
confectionery flavoring materials, are as a rule made with 
glycerine as the extracting material. Henley (6), who 
describes methods for preparing these glycerine extracts 
of coffee, states that “A glycerine menstruum is preferable 
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mass, the most usual form in which this material is availa- 
ble, is not, according to expert authority (9), received in 
a state suitable for incorporation in confectionery batches. 
The usual so-called licorice syrups, too, are not entirely 
satisfactory, states this authority. Utilizing the unique 
properties of glycerine, however, the following method is 
recommended for a suitable licorice mixture. “The most 
convenient form may be produced by dissolving this 
(licorice) mass in twice its weight of water and then add- 
ing half its weight of glycerine and half its weight of invert 
sugar. This solution must then be evaporated slowly until 
its finished weight does not materially exceed twice the 
weight of the mass used. The resulting product contains 
the normal quantity of moisture present in the mass, along 
with glycerine and invert sugar syrup which have been 
added. The consistency of such a product is similar to 
that of heavy corn syrup and it will distribute easily 
through hot batches.” 

The same authority further points out that the usual 
procedure of using a high-moisture-content licorice solu- 
tion to produce flavor often reduces the batch and advo- 
cates the use of the invert sugar-glycerine and licorice mass 
to overcome this objection. 

Using glycerine as the solvent, a number of helpful for- 
mulas and methods for preparing natural and artificial 
flavoring essences and extracts are given in standard for- 
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mularies, such as those of Bennett (10) and that of Hen- 
ley (6). Included among these are procedures for making 
flavorings such as banana, apricot, grape, cherry, wild 
cherry, raspberry, peach, strawberry, lemon, apple, quince, 
etc. Nut flavorings, such as those of burnt almond and 
pistachio, are given, while the spices are represented by 
extracts of cinnamon, clove, and ginger in glycerine- 
containing media. 


Coloring and Flavoring 
Agents Aided by Glycerine 


Frequently, coloring and flavoring agents are used in a 
single glycerine-containing preparation. One patented proc- 
ess specifies that a concentrated coloring or flavoring ma- 
terial is dissolved or dispersed in a solvent such as glycerol 
and the solution thus obtained is absorbed in solid sucrose, 
or other crystalline sugars or their mixtures. This material 
is then compressed into cakes or tablets. A small propor- 
tion of gum arabic or the like may also be added (11). 
Many confectionery coloring pastes and fluids utilize sub- 
stantial proportions of glycerine to aid solution of the 
agents and their dispersion through the candy batches. 
Jordan (12), in his discussion on the coloring of hard 
candies, states that ““Common forms in which color may be 
obtained are pastes, cubes or glycerol (glycerine) suspen- 
sions.” Henley, too, gives methods for making glycerine- 
containing colorings. 

The valuable preservative action of glycerine also lends 
itself to many uses in connection with confectionery and 
confectionery materials. Glycerine is widely used for 
keping shredded cocoanut fresh and for keeping the mois- 
ture content constant (13). Other nut-meats are similarly 
preserved by the employment of this fluid. In one patented 
method for removing the skins of Brazil and other nuts, 
glycerine is used as a wetting agent (14). 

Fruits for use in confections are preserved and their 
appearance and taste improved by the employment of 





View of the Refining Plant Where Glycerine Is Prepared for Com- 
mercial Use. In the Article, Two Outstanding Authorities on Glycer- 
ine Discuss Its Use in Confectionery Manufacture 
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glycerine. By one process, dried fruits such as raisins, 
prunes, figs, peaches, apricots and the like, after being pre- 
pared in the usual manner, are given prior to packing a 
protective coating of glycerine, applied either by spraying 
or immersion, the amount of glycerine required to achieve 
the desired results being about two or three per cent of 
the total weight of the fruit (15). Dutton (16), in his 
discussion of the use and value of boiled sweets, states that, 
“Soft center confections are also made with glycerine fruit 
centers, and these have proven popular with the public.” 

In direct combination with the basic candy ingredients 
the use of glycerine has shown itself to have still further 
advantages. Fondant-making, for instance, which is one 
of the basic steps in the manufacture of cream mints, of 
bonbon coatings and centers, centers for chocolate-covered 
candies, fruit centers and the like, frequently employ 
glycerine. In fondants, where the correct moisture con- 
tent is so essential glycerine, because of its hygroscopic or 
moisture-retaining nature, may be used to prevent graining 
and to help maintain the desired moisture content. Many 
of the standard candy making tests include glycerine as 
an essential ingredient. Leonard and Wiegert (17) include 
glycerine in their formulas for making satin fondant, choc- 
olate satin fondant and butter cream fondant. A British 
patent for making fondant by bringing a mixture of dry 
dextrose hydrate and water to a boil and then cooling and 
beating the mass, specifies glycerine as one of the grain 
retarding materials to be added before the grain is highly 
developed (18). Scarborough (19) describes special fon- 
dant creams made with glycerine. He states that stock 
fondants, with the addition of up to 10 per cent of glycer- 
ine are employed where very moist centers are required 
or where the flavoring substance consists of some dry 
material such as finely ground coffee. It is evident that 
such a glycerine fondant cream should also be valuable for 
enrobing dry fruit or nut centers and the like. 


Aids in Thinning 
Hand-Dip Coatings 


Referring to cream pastes, such as French pastes, mar- 
zipans and the like, Scarborough has this to say, “The 
usual trouble with paste work is hardness which develops 
some little time after manufacture. This is a common 
fault . . . and is due to insufficient moisture-holding ma- 
terials. In cases where more glycose, gelatine or fat can- 
not be used, glycerine in small quantities is often helpful. 
Marzipan gives similar trouble, which can be prevented as 
mentioned above. 

One confectioner, when questioned as to the uses of 
glycerine in the preparation of chocolate candy and coat- 
ings, stated that the use of this fluid is quite general in 
these preparations. When chocolate hand dipping mixes 
become too thick, addition of glycerine serves to thin and 
soften the mixture and restores the batch to the desired 
smoothness and workability. The glycerine is added a 
little at a time, with continuous stirring and beating until 
the desired consistency is obtained. Glycerine is also added 
to machine dip mixes, but this use is not so frequent. 

It was also pointed out that the addition of glycerine is 
particularly advantageous during the summer months, since 
it does much to retard brittleness, crumbling, streaking 
and discoloration. This addition also gives body, gloss and 
smoothness to the chocolates. Glycerine is also advantage- 
ously employed with batches that are stored in the refrigera- 
tor prior to use. Additions of this fluid quickly render the 
mass useable. Darke and Lewis (14) in their review, point 
out that glycerine is also used as a sweetening and moisten- 
ing agent in chocolate-making. 

One of the chief objections, from the retailer’s point of 
view, in the making and selling of old-fashioned toffees 
and caramels is that freshness is essential, since they con- 
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tain cream and butter. The employment of a little glycer- 
ine will aid in lengthening the freshness time of these items. 


According to Dutton (16), “. . . nothing can surpass the 
flavor and efficacy of a toffee containing honey, lemon and 
glycerine.” + This is a popular winter item in England, and 
it is possible to incorporate as much as 20 per cent of honey 
in the toffee ingredients without graining. The amount of 
glycerine used should be carefully regulated; too much is 
not desirable because of its hygroscopic nature. Glycerine 
is also used with marshmallow to preserve and improve this 
frequent candy ingredient. Taffy, especially saltwater taffy, 
is frequently made with small proportions of glycerine for 
similar reasons and also to prevent excessive hardness. 

In the last decade or so yeast-containing candies have 
become quite popular. Once vaunted for their vitamin 
content and health-building values, these yeast candies are 
now appreciated for their own distinctive, pleasant taste 
and appeal. Glycerine is a basic ingredient in many of these 
confections. One patent specifies a compound containing 
glycerine 18, citric acid 4, magnesium sulfate 2 and a live 
yeast material such as “‘yeast foam” 100, to be added to 
tapioca starch 200 parts. This product is used in making 
various candy mixtures (20). Another preparation from 
a more recent patent consists of a dry yeast in which the 
zymase is inactive, mixed with sugar and with other in- 
gredients such as glycerine, skim milk powder, hydro- 
genated cotton-seed oil and flavoring. This mixture may 
be formed into cakes (21). 


Glyco-Gelatines Used in 
Jujubes, Pastilles, Etc. 


One of the most important uses of glycerine in confec- 
tionery is in the manufacture of the so-called glyco- 
gelatines. These glycerine-containing preparations are used 
to make jujubes, pastilles and the like. The gelatine and 
glycerine base can be flavored and colored to suit a wide 
variety of requirements. The usual formula for these glyco- 
gelatines consists of : 


EES eres 1 
Glycerine (by weight)................. 2 
Orange flower water................... 2% 


Color, flavor or other ingredients may be added to this 
base as desired. Another glycerine-containing base which 
appears to combine the advantages of gum bases and glyco- 
gelatine bases, and which is claimed to be more suitable for 
certain special conditions, consists of : 


Granulated edible gelatine............... 20 
i re a es pin Se 30 
ais cil bats dais Saale hae an « 15 
cite ald ery Pee ee asda es 4 3 
ere eee ree 100 


The glycerine, sucrose and acid are mixed with the 
mucilage and the granulated gelatine stirred in. After 
about three minutes, this is placed in a water bath and 
heated until the gelatin is completely dissolved, usually in 
about five minutes (22). 

Although these glyco-gelatines are popular confections 
in themselves, especially in the form of fruit, spice or 
licorice flavored jujubes, their particular value lies in the 
ease with which various soothing and medicating agents 
may be incorporated in them. Many popular cough drops, 
“tickle-stoppers,” and general throat-soothing confections 
are basically glycerine gelatine combinations. Among the 
standard agents used will be found honey, lemon, thymol, 
pine, menthol, peppermint, etc. Glycerine and black cur- 
rant pastilles are very popular abroad as are glycerine, lemon 
and honey lozenges. The use of the glycerin-gelatine con- 
fectionery bases are also widely used to cover the taste, 
facilitate the action and aid administration of more im- 
portant drugs and medicines. This use of sweets to cover 
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medicines is one of the oldest uses of confections, and 
still an important application of candy. More detailed 
information on this and other phases of the glyco-gelatines 
is given in the November 20, 1937, issue of the “Chemist 
and Druggist.” 


Pectin Prepared with Glycerine 


Other types of confectionery jellies employ glycerine 
advantageously, particularly those made with gelatine and 
with pectin. Flavoring preparations for gelatines, so com- 
bined as to prevent the loss of the flavoring agents, utilize 
glycerine as the edible hygroscopic agent, according to one 
patent (23). In another patented process, glycerine is one 
of the recommended agents used to prevent gelatine gels 
from returning to the dry form (24). Pectin, particularly 
dry pectin, which is much used in making confectionery 
fruit jellies, is often prepared and treated with glycerine. 
Glycerine is employed as an agglutinating agent in making 
the dry pectin products (25). Glycerine is also advocated 
as a valuable addition to candied jams and jellies to prevent 
hardened, dried out, gummy sections. 

Glycerine has been found helpful, too, in the manufac- 
ture of chewing gum, one of the most popular of Amer- 
ican confections, according to a chewing gum executive, 
questioned directly on this subject. He pointed out, how- 
ever, that some’ “gum manufacturers jealously guard all 
formulas and data relating to the manufacture of their 
products, for this reason there is very little specific in- 
formation that can be obtained.” The present utilization 
would seem to warrant further experiment by the indi- 
vidual manufacturer to avail himself of the proven ad- 
vantages of glycerine in his own formulas. 

The absolute safety of glycerine in confectionery com- 
binations should be mentioned here, since from time to 
time this factor has been the subject of question, mainly 
because other fluids have proven to be toxic. Not only 
have decades of glycerine usage in foods established this 
fluid’s safety when taken by mouth, but the studies of emi- 
nent scientists and food authorities have constantly re- 
iterated this fact. Furthermore, glycerine is normally pres- 
ent in the alimentary tract as a result of the digestion of 
the daily fat consumption. The exhaustive studies of John- 
son and his associates (26) on the effects of glycerine on 
both animals and humans have definitely established the 
harmlessness of glycerine. Commenting on these studies, 
the Journal of the American Medical Association (27) says 
in part: 

“It seems almost gratuitous to question the physiologic 
wholesomeness of a normal digestive product of one of the 
familiar nutrients; yet this seems to have been done from 
time to time in the case of glycerine. . . . An extensive 
reinvestigation of the subject, involving the feeding of 
varying amounts of glycerine to various species, including 
man, has recently been completed at the department of 
physiology of the University of Chicago. This shows that 
glycerine as such can safely be incorporated into the 
regimen in far larger proportions than which it is liberated 
from even large quantities of dietary fat. It readily re- 
places carbohydrates, having about the same caloric value. 
In the case of man, glycerine was fed over a period of fifty 
days in amounts as large as 110 gm. daily without any 
demonstrable undesirable effects.” Subsequent studies have 
only tended to reaffirm the safety and value of glycerine 
(28). 

Of course, only a small proportion of the many varied 
uses of glycerine can be given in such a review as this. 
Many applications are not common property; those who 
have found valuable uses for glycerine to improve their 
products or to facilitate production frequently consider 
them to be “trade secrets” and treat their findings as such. 


(Turn to page 38, please) 
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The Candy Manufacturer 
SPECULATES WITH UNCERTAINTY 


By MARTIN C. KILEY 


T PRESENT, the candy manufacturer wastes 
considerable effort in his endeavor to increase sales 
because he is uncertain about how much candy 

is sold over the United States, or where sales can be in- 
creased. 

Although he may do his best to ascertain the potential 
candy business over the entire country through considera- 
tion of sales data such as the Government Censuses of 
American Business, and comparisons of his sales to jobbers 
by cities, these efforts lead to extremely erroneous estimates 
of sales potentials. 

While the Government Censuses in themselves are valu- 
able sources of marketing information, they give us sales 
data only for different kinds of retail business. That is, 
the Censuses disclose sales for candy and confectionery 
stores by states, but do not include candy sales of drug 
or cigar stores and numerous other types of retail outlets, 
which sell a major proportion of the candy consumed in 
many localities. Some candy manufacturers in their own 
amateurish way use the Census data as a guide for allocat- 
ing their sales efforts and promotion, and as a result, con- 
centrate their selling efforts in states that seem to offer 
the highest per capita sales possibilities. 

Fo- instance, the Census figures for candy and confec- 
tionery stores imply that consumers in nine states spent an 
average of $4.34 per capita in 1935, but only $1.02 in the 
other 39 states. Thus the impression is that each consumer 
in the nine states eats four times as much candy as con- 
sumers in the other 39 states. 


Sales Slump Larger 
Than Consumptive Rate 


Through a carefully developed index of sales possibili- 
ties for candy and an analysis of candy sales by all stores 
selling candy over the United States, it is disclosed that a 
large proportion of candy consumed in the nine states is 
sold through candy and confectionery stores. In the other 
39 states, other types of outlets sell proportionately more 
candy, but these sales are not accounted for in the Censuses 
of candy and confectionery stores. 

This analysis also discloses that there are much greater 
sales declines by candy and confectionery stores than in 
total candy consumption during slumps in business. Ob- 
viously, manufacturers who use the Government Censuses 
as their marketing guide, also experience much greater 
losses in sales volume during business slumps as compared 
to the industry. They probably blame their losses of sales 
on general business conditions, failing, however, to realize 
that these losses may result from aiming their selling efforts 
largely in areas wherein the slumps in business are greatest 
and competition most severe. 

It is a fact that many localities in which the Census 
figures of candy and confectionery stores indicate low per 
capita consumption, frequently prove to be the most prof- 
itable markets. This is because people in these locali- 
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ties consume much more candy than the Census figures 
disclose, and because tnere is less competition in localities 
wherein fewer manufacturers sell their products. 

However valuable the Censuses of Business may be, it 
is also a fact that when sales and consumption data are 
available to all manufacturers in any industry, most of 
them aim their selling efforts at localities with the highest 
per capita sales. As a result, these localities are extremely 
competitive, and often less profitable. 

Another point about the Government Censuses is that 
such data generally includes sales of all grades, brands and 
prices of articles that fall into a retail classification. Al- 
though these data are important, when a manufacturer 
endeavors to build sales according to sales information for 
a heterogeneous number of articles, he fails to bring in 
business from areas that may actually be his most valuable 
market. This is often so, because of the variability in con- 
suming habits and sales possibilities for dissimilar products. 
In other words, each product has certain individual char- 
acteristics, and may be preferred by different classes and 
types of consumers, and these consumer preferences in- 
crease sales of the product in some places, and limit sales 
in other places. 


Local Trade Conditions 
Not Reflected in Census 


There are some aggressive candy manufacturers who are, 
at present, doing their best to locate areas where sales can 
be increased by comparing their sales to jobbers by states 
and by cities. But these comparisons only show that they 
are getting more business from some cities than others, 
which may be due entirely to local trade conditions. Of 
course, cities vary in size and area from which they draw 
trade. Some cities are shut off by competition with nu- 
merous secondary cities, or by geographical barriers, while 
others draw trade from considerable distances. Therefore, 
many cities produce less candy business than others of 
equal size, and comparisons of sales between different cities 
may only reflect the differences in local conditions, but do 
not show which cities actually offer possibilities for in- 
creased sales. 

While a few manufacturers know from experience that 
localities which offer fertile possibilities for increased con- 
sumption are the most profitable markets, many hard- 
headed people think it is more desirable to know how much 
business their competitors are getting out of each locality. 
Admitting this information is significant, when the manu- 
facturer endeavors to build sales according to what has 
been sold he is merely competing for a share of tangible 
business. Moreover, he usually spends considerably greater 
sales effort and promotion expense to attract trade from 
other manufacturers who may be getting all the available 
business. 

Undoubtedly, many candy people are quite successful in 


(Turn to page 37, please) 
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REVIEW OF 1938 CONFECTIONS 


As the Candy Clinic Sees Confectionery Trends 


By ERIC LEHMAN 


Monthly Clinic Superintendent of 
THE MANUFACTURING CONFECTIONER 


Holiday Packages 


The Clinic often wonders why a manufacturer will 
turn out at least fair candy during the year and then 
manufacture a five pound box of chocolates to retail 
from one dollar to two dollars and fifty cents that are not 
fit to eat. The box tops, as a rule, are attractive looking 
and the top layers neatly packed, the bottom layers look 
as if the chocolates were dumped into them. In some 
boxes the top layer pieces are neatly dipped and the other 
layers look as if they were run through an Enrober a mile 
a minute. Coating is only washed on and hardly any 
strings can be seen. 

We find any amount of tissue paper used to fill up 
space. Why not make the box the right size? The con- 
sumer is not looking for a great big box, he wants candy 
that is fit to eat and if the box is half empty he feels that 
he has been cheated even if the box does hold five pounds. 

The coatings, in most cases, are anything but chocolate. 
Some taste as if no chocolate liquor was used; others taste 
as if they were made of sugar fat and color. 

Centers are of the cheapest kind, tough caramels, poor 
creams with rank cheap flavors, nougatines are white, 
chewy candy cut to look like a nougatine, rank jellies 
and some hard or tough creams make up the assortment. 

Even at the price of one dollar for five pounds, a good 
box can be put out. Creams can be made good as easily as 
they can be made hard or tough. The same can be said 
about all centers. Cheap flavors cost about the same as 
good flavors in the long run. A pound of good oil flavor 
will flavor more candy than a gallon of cheap extract 
and your centers will be good tasting. 

As we have said before there are some “‘old time” manu- 
facturers putting very fine five pound Holiday boxes on 
the market who enjoy a real tonnage business because 
they turn out quality candy year after year. 

The novelty business is getting larger each year. They 
are priced from one cent to one dollar. Some are for 
Christmas trees and some are for the table, also some are 
given as presents. This novelty business is worth while 
looking over for the manufacturer, regardless of what 
price field he is in. 


Hard Candies 


We find Hard Candies are being displayed more so than 
ever during the cold weather. The chain stores put in hard 
candies early this year and are pushing them. We hear of 
some hard candy being sold by manufacturers to chains 
at very low prices. 


Salted Nuts 


Chewy candies and caramels were examined along with 
the nuts in our February Clinic. Salted nuts are selling 
better than they have been for the past few years. We 
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Review of the different classes of confection- 
ery examined by the Candy Clinic during the 
past year, and featured exclusively in this 
publication. 


notice in the large cities that drug stores and retail candy 
stores have a case of salted nuts. These cases are attrac- 
tive and in most cases the nuts are of good quality and 
cheaply priced. The majority of these nuts are sold in 
bulk in a folding box or wax paper bag. The five and 
ten-cent bags are on the counters again and are enjoying 


a good sale. 
Chewy Candies 


Chewy candies in five and ten packages are one of the 
best sellers. Toffees are being made by most all manufac- 
turers but very few are good eating toffees. In speaking to an 
English manufacturer a short time ago, he told me that the 
toffee business in England was ruined because of the 
cheap toffees on the market, the same can be said about 
the American market, now and then we do find a good 
eating toffee priced at forty cents to fifty cents the pound. 


Caramels 


We notice that the so-called “caramel chips” are not 
as popular as they used to be a few years ago. This 
package of caramels was “killed” by the cheap large five 
cent packages that were on the market. There is one out- 
standing five cent package of caramels on the market that 
is enjoying a very large sale because it is a quality caramel. 


March 


Chocolates priced up to one dollar a pound were ex- 
amined in the March Clinic. Well, as usual, we find all 
kinds of quality in all priced fields. Some of the twenty- 
nine cent boxes are better than the fifty cent ones and 
some of the fifty cent and sixty cent ones were better than 
some of the one dollar boxes. The one dollar boxes have 
not made a good showing this year, the sixty-nine cent 
boxes were outstanding this year. The same can be said 
for the boxes in the fifty cent class. The most popular 
boxes were the large pieces, twenty-two to twenty-five 
to the pound, and the miniatures from eighty to one hun- 
dred pieces to the pound. 

Box tops in most all price classes-have improved. The 
candy has also improved in most cases. Again, we can say 
that the most abused centers are cream centers. We find 
some caramels and jellies that are very poor eating centers. 
Also some nougatines that eat like Salt Water Taffy. 
Flavors in cream centers should be of the best, but many 
times we can not identify what flavors they are; also. some 
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are so rank they are not fit to eat. Again, we say, why 
make a good piece of candy and then spoil it with a cheap 
synthetic flavor or extract? 


Foreign Candies 


In our April and May Clinics we examined Foreign 
Candies of all kinds. We tried to be very fair with these 
candies, comparing them to American made candies. In 
most cases these candies do not compare in quality to 
the American-made candies. The flavors, colors, etc., 
may be very popular in their own countries, but these 
candies could not be sold here. Tastes are different, also 
what we call good quality they may call poor. For in- 
stance, in England they do not use peanuts; they say that 
peanuts are good food for cattle. Flavors also greatly 
differ. The foreign candy manufacturer says that cloves, 
cinnamon, wintergreen, anise and many of our flavors 
would make good ointments. Again, the peppermint 
flavor used in England would not satisfy the American 
candy eater as it has a strong menthol taste. 


Chocolate coatings are well finished and as a rule have 
a fine chocolate taste, but again some were very greasy 
and had a slight rancid taste. 

Centers are not up to the American standard, assort- 
ments in most all assorted chocolate boxes were small and 
contained many jellies, chocolate paste and solid chocolate 
pieces. Boxes are well packed and many were attrac- 
tive. 

The five cent numbers or numbers that would compare 
to our five cent pieces are entirely different. Most bars 
are solid chocolate. We examined a few chocolate cream 
bars, these bars are about eighty per cent chocolate and 
twenty per cent cream. This type of bar was very popu- 
lar some years ago in the American market, but we find 
very few at the present time. 

One outstanding thing about most all foreign candies 
was the packaging. Regardless of price, the candy was 
exceptionally well wrapped or packed. We also found some 
very neat and attractive printing and embossing. As a 
rule, the foreign manufacturer spends more money than 
we do in our packaging. We received samples that had 
traveled over 4,500 miles and both candy and boxes, in 
most all cases, were in good condition. 


Convention 


In June we all attended the convention and again a 
good time was had by all. We think the sessions were bet- 
ter attended than ever and the supply houses had some 
outstanding exhibits. 


Summer Candies 


August called for Summer Candies. Some very fine 
boxes of assorted Summer Candies were examined. These 
boxes were well planned and the candies were well made. 
In putting out a box of candy to sell during the hot 
weather it should contain candy that will “stand up” 
during the real hot weather. We find it is best to wrap 
all pieces in cellulose or wax wrappers. If chocolate coat- 
ed pieces are used it is best to dip them in milk chocolate 
coating. Considerable extra business can be had during 
the hot weather with a good Summer box if it is packed 
right and the candy is made to “stand up.” 


September 


Our September Clinic called for five cent bars. The 
“poor old bar” gets pushed around; large three to three 
and a half ounce bars are back again. Prices are “all 
over the lot,” and we can say the same about quality. 
Everybody and his brother are putting out bars. We 
find a number of small manufacturers putting out one bar. 

The wrappers are brighter and mostly all are glassine. 
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The chocolate bar manufacturers are making their bars 
larger and the quality is good; even in the larger size bars. 
The coatings are about the same excepting the grease 
coatings which are disappearing from the market. The 
quality of the centers in the most popular bars has re- 
mained the same and the size has been increased. 


Bars are selling at three for ten cents in all chain 
stores and in many small retail stores. With all the free 
goods, extra discounts and missionary work to be done on 
bars we wonder how some of these manufacturers can 
stay in business or make a profit. 


Small Packages 


The October Clinic called for small packages up to 
twenty-five cents. These packages are selling better than 
ever. We find some very fine four ounce boxes of assorted 
chocolates retailing at twenty and twenty-five cents. 
These boxes have some attractive tops, are well packed and 
candy is of good quality. The five and ten cent novelty 
boxes are outstanding and are growing into a sizeable busi- 
ness. The kiddies are always looking for something new 
the same as adults do in the higher price field. 


Panned Goods 


The Clinic examined a few samples of panned goods in 
the November analyses; we say a few because outside of 
the chocolate panned raisins, nuts, etc., we find very little 
pan goods on the market. The Licorice manufacturers 
have a number of one cent and five cent packages on the 
market that are small panned soft licorice centers. This 
candy is becoming very popular with the kiddies. 

Penny pieces are still the outstanding candy on the 
market. We find the quality has improved in many of the 
“old” penny sellers. Also that there are a number of 
new pieces on the market. We notice in the subway 
and elevated stations that they are selling 1c pieces and 
doing considerable business. Some of our bar houses could 
get some ideas about quality if they could purchase some 
of these one cent sellers. We find better quality in a num- 
ber of one cent bars than in some of the five cent bars. 

In closing for the year, we may say that business, also 
profit, has not been anything to “write home” about. 
Cheap raw materials have been of no help because prices of 
the finished candies have been very cheap the past year. 

The outstanding sellers have been the forty-nine cent 
boxes of large pieces and the sixty-nine cent boxes of mini- 
atures. The one dollar boxes are falling away again and 
no doubt it will be some time before the dollar box will 
be popular again. 

To my many friends and readers I wish to extend my 
wishes for a busy and profitable New Year. 

Yours for Better Candy, 
Eric LEHMAN. 





Is Anyone Interested? 


‘As you recall, I was a chemist in the confectionery 
industry for many years, but for the past four or five 
years have been with another industry and do not intend 
to return to the confectionery industry. 

“I have on hand several complete volumes of your maga- 
zine, and would like to sell them if there is a market for 
back issues. I have complete volumes for the following 
years: 1923, 1924, 1925, 1926, 1927, and all of 1929 
except the January and November issues. 

“Perhaps someone in the industry would like to complete 
his files. What do you think? There is a lot of valuable 
information in these copies and I hate to throw them 
away.” 


(Signed) E. T. E., Chicago. 
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AFTER CHRISTMAS—WHAT? 


By GEORGE A. EDDINGTON 


Superintendent 
DeMet’s, Inc., Chicago 


HE period after Christmas and in January is as dull 

for the retail candy manufacturer as for the other 

shops and stores which have climaxed their business 
year with the big Christmas-rush season. After the holdiays 
and after the shop has been put back into its normal condi- 
tion following the hectic Christmas period, comes a short 
lull during which the inventory is taken. Then until 
well into February, begins a season which challenges the 
inventive and sales genius of the retail manufacturer to 
entice customers into his shop. What shall he do to cir- 
cumvent the usual after-holiday doldrums? 

The first thing he might profitably do is go to his 
recipe cards or book and check through them thoroughly 
to find a piece that he hasn’t offered to the public in a 
long time. In his search for an old recipe, let him bear 
in mind that immediately after the holiday season the 
public is pretty well fed up with chocolates. The piece 
he is looking for should be some kind of hard candy or 
chewy toffee or taffy, nut brittle, or any old piece that 
hasn’t been on his counter or in his window for quite some 
time. It is during this after-holiday lull that the candy 
buyer puts the retail manufacturer more or less ‘“‘on the 
spot.” The customer practically dares the retail shop to 
offer him something that will bring him in to buy. 

Maybe your candy maker has a favorite old piece made 
from a formula of his own. This is the time when that 
piece should be trotted out. Be guided by what you your- 
self might like to eat at this time, after Santa Claus has 
left so much chocolate candy under your Christmas tree 
that you don’t care, right now, if you ever again see 
a chocolate. Christmas is the chocolate season and the 
after-Christmas season is the time when chocolates left 
unsold before Christmas are being sold at special sale prices. 
If you yourself, then, aren’t stuck with a lot of chocolate 
goods of this kind, you are in a fine position to catch 
the customers who are looking for something different. 

Molasses goods, fudges, honey candy, horehound, anise 
candies, etc. are the ones which will attract the customer 
who is looking for a change from chocolates. There are 
many other pieces along this line. Don’t carry one line 
too long. A seasonal piece is like a straw hat; you don’t 
sell straw hats through the winter. Home-made candy as 
offered in the retail shop is seasonal in the same way, and no 
pieces should be offered so long that the customers get 
tired of them. Your own sales will soon tell you when 
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to change to another piece. Candies like the honey pieces, 
horehound, and anise should be put through a drop frame 
either in balls or in flat tablets. The horehound goes 
best in squares. In featuring this type candy in your win- 
dow, get your displays up high enough. They should be 
about the same height as the cases inside your shop. In 
the crisp winter weather people are walking with their 
heads up, and usually they are in a hurry. So, if your dis- 
play is too low, the potential customer may hurry by with- 
out even seeing that you are offering him a change from 
his Christmas chocolate diet. 

At this season an old fashioned sponge taffy will also 
attract customers. Get a little of that in your window, 
in sheets and blocks, standing upright, and you will catch 
more than a few customers who are looking for a change 
from chocolates. The more different pieces you offer along 
this line, the more attention your windows and your shops 
will get. 

This old fashioned sponge taffy is very easy to make. 
Take 20 pounds of sugar and six pounds of unmixed corn 
syrup and cook these up to 305°—310°. Allow this 
to cool somewhat, then sift in dry soda and beat 
thoroughly. When this has cooled off, break it up with a 
hammer or saw it into any shape you may want. The 
trick is to be as different as possible. 

There is another piece which finds great favor after 
Christmas. We used to call it Coney Island chewing 
candy. Every candy maker has a formula for this, I’m 
sure, and each one may have a different name for it. Mine 
is Coney Island chewing candy. You cook 20 lb. of sugar 
with an even teaspoonful of cream of tartar in 1% gal. of 
water. Bring this to a boil, and then add a pound of but- 
ter. Then cook it up to about 275°. When you have 
finished the cook, add vanilla flavor, and then pour it onto 
the slab and cool it down. Before it is completely cooled 
off, put it on the hook and pull it very light and dry. 

When this is taken off the hook it is thrown into a 
box lined with wax paper and allowed to stand over night. 
The next day it can be broken up into small pieces. If 
the completed batch is a bit sticky after standing over- 
night, dust it lightly with powdered sugar, but be careful 
to use only a little sugar. This candy can also be made 
in colors, pink, butter color, molasses, etc. 

There are hundreds of variations of chewy candies and 
the like, which will find appeal after Christmas. As men- 
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tioned at the beginning of this article, let the candy maker 
look up some of his old favorite chewy formulas. Winter 
time is the time to feature candies which people can chew. 
I wouldn’t know exactly why, or what the psychological 
background is for this trend in the people’s appetite, but 
over a period of many years, I have found that chewy 
candies go best when the weather is cool, and I do know 
that the after-Christmas season is one of the best times of 
year to feature them. 

May I wish my many friends in the retail candy shops 
all over the country the very Merriest Christmas and a 
profitable New Year. 





Hallowe'en “Art Show” 
Advertises Retail-Manufacturer 


Turning the usual Hallowe’en prank of soaping the 
windows of stores and shops into a contest, with prizes 
for the best window “artists,” paid big dividends in pub- 
licity for Howard Vair, Vair-E-Best Chocolates, Detroit. 
As a result of the contest, Mr. Vair’s manufacturing-retail 
establishment received favorable publicity not only in 
Detroit proper, but in many other parts of the country 
through the various news services which picked up and 
re-broadcast the story as it appeared in Detroit newspapers. 

Several days before Hallowe’en, Mr. Vair announced 
through a neighborhood newspaper and through the High- 
land Park high school paper that cash and candy prizes 
were offered for the best pictures drawn with soap on the 
windows of his store, on Hallowe’en afternoon and eve- 
ning. The response to this announcement was imme- 
diate, with some 80 children signing up for the competi- 
tion. 

Taking the clippings from the two papers mentioned 


ie 





Jimmy Graham, 15, Who Won the Hallowe’en “Art Contest” Which 

Howard Vair Put on for the Children of His Neighborhood in 

Detroit, Michigan. The “Artists” Used the Vair Store Windows for 
Their Canvas and Soap Instead of Paint and Brush 
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AFTER-HOLIDAY 
special 
“Turkey Bones’’ 

1. Give a light roast to 12 Ib. of filberts. (Just 
enough to permit easy removal of the skins.) 

2. Then take 6 lb. unmixed corn syrup, 5 lb. sugar 
and 1 qt. water. 

Bring to a boil and cook up to 240 degrees, at which 
time dump in the filberts. Cook this batch to a nice 
straw color (about 305 degr. to 310 degr.) 

Pour on slab and spread thin. When cold, break and 
grind to the consistency of meal (don’t grind to a paste). 

3. Next, take 6 Ib. sugar, 4 lb. unmixed corn syrup 
and 3 one-half pints of water. 

Bring to a boil. Wash down the kettle and put the 
batch on the steamer. Cook to about 315 degr. 

4. While this is being done, take 2 lb. of milk choco- 
late and warm it. Put in enough of the ground-up meal- 
like stuff above into the chocolate to make a paste. (This 
is the center of the “Bones.”’) 

Cook No. 3 to 315 deg.., then pour on slab and when 
the sharp heat has been dissipated, place the batch on the 
hook and pull it. Then flatten it out, put paste in the 
center of the flattened batch, lap around and draw into 
sticks about the size of a lead pencil, or cut to any desired 
length. (Usually the sticks are as long as the width of 
the box you are going to use.) When cold, dip in milk 
chocolate and then roll the coated sticks in the remainder 
of the meal. Display in a dish or bowl, with sticks stand- 
ing on end. 


above to the newsrooms of the three Detroit dailies, Mr. 
Vair persuaded them that there was good feature news 
material in his idea. Some of them announced the contest 
and all published the results. The news broadcasters took 
it up immediately and told their listeners of the forth- 
coming contest. All three newspapers sent photographers 
out to Mr. Vair’s store to get photos of the contestants 
and the winners. One of these photos is reproduced here- 
with. 

Mr. Vair reports that the Detroit papers alone gave 
him 66 inches of free editorial space on his stunt, and 
people from all parts of Detroit and suburbs drove to the 
store to watch the contest. All contestants received a 
candy bar, and as soon as each one’s drawing was com- 
pleted, it was judged by two art students from the nearby 
Highland Park high school, and then removed to make 
room for the next contestant. Winner of the contest 
was Jimmy Graham, 15, with a drawing of a corn field 
with a goblin chasing a scared boy out of it. 

Says Mr. Vair of the contest: “The publicity could 
hardly help but increase my business, as I have city-wide 
trade. I do not sell gum, bars, etc., but home made can- 
dies only. We have no fountain or lunch service. Cus- 
tomers who come here are people who appreciate good 
candy.” 

Relative to the place of the manufacturing-retail set-up 
in general, Mr. Vair says: “There is plenty of room for 
good candy stores in every city. People want good candy 
and really hunt the towns over to find where quality can- 
dies can be had. But not all can afford exclusive prices 
and expensive packings. I think there is a still larger 
market to be had for good candy at moderate prices with- 
out the expensive trimmings.” 

Mr. Vair’s publicity stunt was not original with him, 
he confesses. However, so far as this publication is able 
to determine, he is the first candy manufacturer-retailer 
to adopt the idea for attention-getting publicity during 
a special candy-buying holiday. 
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WES UNDUSTRY’S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus 
availing themselves of this valuable service to our subscribers. Any one of these samples may 
be yours. This series of frank criticisms on well-known, branded candies, together with the 
practical “prescriptions” of our clinical expert, are exclusive features of the M. C. 


1988 Candy Clinic Selections 


Code 1K 38 


Maple Sugar Santa Claus—144 oz. 
—10c 

(Purchased in a railroad depot, N.Y.C.) 

Appearance of Package: Good. Red, 
white and green printed container 
with cellulose window. Neat and 
attractive. 

Size of Piece: Good. 

Color: Good. 

Moulding: Very good. 

Texture of Cream: Good. 

Crystal: Good. 

Flavor: A very fine true maple-sugar 
flavor. 

Remarks: This piece is a trifle different 
from the ordinary 5c and 10c novelty 
on the market. Neatly put up, a 
good quality candy and should be a 
good seller at 10c. 

Review: This is a new number for the 
Christmas trade. Hard candy and 
chocolates are most outstanding at 
this time of the year. This piece was 
neatly packed and made an attractive 
10c Christmas novelty. Quality of 
the candy was very good. 


Code 11 38 


Mickey Mouse Candies—1 oz.—1c 

(Purchased in a railroad depot, N.Y.C.) 

Appearance of Novelty: Good. Cellu- 
lose container filled with small 
panned pieces, colored red and green. 
China Mickey Mouse on top tied 
with red silk ribbon. 

Candy: Good. 

Remarks: A good looking novelty, 
neatly put up and attractive looking. 

Review: This piece at the price of Ic 
was outstanding. Very attractive 
looking and candy was good eating 
for this price. Very little if any 
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[ This month’s Clinic is devoted to 
a selection of the outstanding pack- 
ages, bars and assortments which 
have been analyzed during the past 
year by ihis department. From each 
class of confection examined we 
have endeavored to choose what, in 
our opinion, represented the best 
merchandise offered, taking into 
consideration the value for the 
money, quality, workmanship, and 
appearance. These have been chosen 
with absolute impartiality and a sin- 
cere effort has been made to consider 
every factor which might logically 
be considered a determining one. 
The various Clinic reports have been 
reproduced just as they have ap- 
peared in the original issues — 
Editor. | 








profit can be made on an article of 
this kind at lc. 


Code 1C 38 


Season’s Greetings—5 lbs.—$1 

(Purchased in a department store, Bos- 
ton, Mass.) 

Box: Full telescope, white, Christmas 
scene in red and green. Cellulose 
wrapper. 

Appearance of Box on Opening: Good. 
Two trays in top layer, 6 foiled 
pieces. 

Coating—(Dark)—Color: Good. Gloss: 
Fair. Strings: Machine. Taste: Fair. 


Contents — Vanilla Creams: Good. 
Raspberry Cream: Good. Lemon 
Creams: Good. Orange Creams: 


Good. Nut Fudge: Good. Chocolate 


Coconut Fudge: Fair. Vanilla Fudge: 
Fair. Vanilla Coconut Cream: Good. 
Cherry Cream: Good. Nut Nougat: 
Good. Pineapple Cream: Good. 

Assortment: Fair. 

Remarks: The creams in this box are 
good but the flavors were of the 
cheapest kind. Centers were coated 
very thin. The coating was a trifle 
better than on most chocolates at 
this price. Candy was well made and 
neatly packed. Top layer made a 
good appearance with the two trays. 
Box was good looking, and while the 
flavors were not up to standard, this 
box is the best of its kind that the 
Clinic has examined during the past 
year. 

Review: We find some very cheaply 
made chocolates that sell for the 
same price as this box. The manu- 
facturer makes a mistake when he 
buys cheap flavors; regardless of 
how good the candy may be made 
it will not satisfy if the flavors are 
not good. A larger assortment is 
necessary in a five-pound box and 
this could be done without additional 


cost. 
Code 1J 38 


Christmas Candle—No Weight— 

64c 

(Purchased in a candy store, New York 
City.) 

Appearance of Novelty: Good. Novelty 
is made of red cardboard in the shape 
of a candle tied with red and green 
silk ribbon up the sides. Rosettes on 
each side and on top of maline rib- 
bon, gold seal with silver leaves and 
red berries, sticking from the top 
was a small Christmas tree, two sil- 
ver balls and red velvet Santa Claus. 

Contents—Three Hard Candy Pops: 
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Good. Two Chocolate Coated Na- 
biscos: Good. Twelve Clear Hard 
Candy Balls and Squares: Good. All 
hard candy wrapped in cellulose. 

Remarks: This is the most attractive 
Christmas novelty that the Clinic has 
examined in years. Neatly put up 
and well planned. A quality package 
and should have been a very good 
seller at 64c. 

Review: This novelty was very well 
made and exceptionally attractive. 
Different from any that the Clinic 
has ever examined. While the price 
may appear a trifle high the novelty 
was well worth it. It would require 
considerable labor and time to make 
a novelty of this kind. 


Code 2B 38 


Rum and Butter Toffee—1 Ib.—35c 


(Purchased at a candy stand in a rail- 
road depot, Chicago, III.) 

Package: Sold in bulk. Each piece has 
a red wrapper printer in gold. 

Color: Good. 

Texture: Good. 

Flavor: Good. 


Remarks: This is the best rum and 
butter toffee that the Clinic has ex- 
amined this year. 

Review: We examine a large number 
of toffee samples during the year and 
find some very poor eating candy. 
Some of the flavors are rank. This 
toffee had a fine flavor of rum and 
butter. 


Code 2bb 38 
Salted Nuts—1 oz.—10c 


(Purchased in a drug store, Boston, 
Mass.) 

Appearance of Package: Good. Cellu- 
lose bag, brown printed clip on top. 

Contents: Almonds, cashews, pecans, 
Brazils and filberts. 

Roast: Good. 

Texture: Good. 

Salting: Good. 

Size of Nuts: Good. 

Pieces: None. 

Remarks: The best 10c bag of salted 
nuts that the Clinic has examined 
this year. 

Review: Salted nuts are slowly coming 
back. These should enjoy a good 
sale as the nuts were of good quality, 
the roasting and salting were well 
done. 


Code 2W 38 


Caramels—2 oz.—5c 

(Purchased in a cigar store, Boston, 
Mass. ) 

Appearance of Package: Good; 5 pieces 
of caramel on a white printed board, 
cellulose wrapper. 

Size: Good. 

Vanilla and Chocolate— 

Colors: Good. 
Texture: Good. 
Flavors: Good. 

Remarks: This is the best 5c caramel 
that the Clinic has examined this 
year. 

Review: We examine a large number 
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of caramels during the year and we 
may say that the so-called caramel 
“chip” has almost “passed out” ow- 
ing to poor quality. These caramels 
are enjoying a large sale as they are 
well made and are real caramels. 


Code 2F 38 


Almond Butter Toffee—1 oz.—5c 


(Purchased in a railroad depot, Chi- 
cago, Ill.) 

Appearance of Bar: Good. Printed cel- 
lulose wrapper. 

Size: Good. 

Coating (Light): Good. 

Center— 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: This is the best crunch bar 
the Clinic has examined this year. 
Most of the crunch bars on the mar- 
ket are anything but crunch bars. 

Review: Suggest that this piece be 
called Almond Butter Crunch as it 
is a fine eating piece of crunch and 
not a toffee. 


Code 2D 38 
Walnut Taffy—2%4 0z.—5c 


(Purchased in a railroad depot, Chi- 
cago, Ill.) 

Appearance of Package: Good: 20 
pieces single and printed wax wrap- 
per, packed into a printed tray, cel- 
lulose band. 

Size: Good. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: This is the best piece of its 
kind on the market. Piece is well 
made and has a good walnut taste. 

Review: We find many butterscotch 
and taffy pieces put up in 5c pack- 
ages. With few exceptions the candy 
in these packages is of the cheapest 
kind. Another good point about this 
taffy is that it has been on the mar- 
ket a long time and the candy hasn’t 
changed. 


Code 3D 38 
Assorted Chocolates—1 Ib.—$1.00 


(Purchased in a drug store, New York 
City.) 

Appearance of Package: Good. 

Box: Two-layer extension type, buff 
color, border of crests in red, blue 
and gold, name in black and gold, 
cellulose wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 49 dark coated, 14 
milk coated, 3 foiled, 2 Jordan al- 
monds, 2 half-dipped glace pineapple. 

Coatings—Colors: Good. Strings: Plain. 
Gloss: Good. Taste: Good. 

Dark Centers— Vanilla Fudge and Al- 
mond: Good. Vanilla Caramel: Good. 
Almonds: Good. Vanilla Coconut 
Cream: Good. Brazils: Good. Coffee 
Cream: Good. Vanilla Marshmallow: 
Good. Vanilla Cream: Good. Mallow 
Fudge: Good. Pecans: Good. Vanilla 
Coconut Paste: Good. Sponge Chips: 
Good. Mallow Jelly: Good. Chocolate 
Caramel: Good. Vanilla Caramel: 


Good. Raspberry Creams: Good. 
Vanilla Marshmallow: Good. Glace 
Pineapple: Good. Ginger Cream: 
Good. Orange Cream: Good. Lem- 
on Cream: Good. Nut Nougat: Good. 
Sponge Sticks: Good. Solid Choco- 
late Wafers: Good. Large Mint 
Marshmallow: Good. Peppermint 
Cream: Good. Jordan Almond: Good. 


Milk Chocolate Coated Centers—Solid 
Chocolate Wafers: Good. Pecans: 
Good. Vanilla Nut Caramel: Good. 
Molasses Coconut: Good. Mallow 
Fudge: Good. Nut Nougat: Good. 
Chocolate Paste: Good. Nut Chip: 
Good. Nut Paste: Good. Solid Choc- 
olate Cup and Peanuts: Good. 

Assortment: Good. 

Remarks: This is one of the best $1 
boxes on the market. Candy is well 
made and neatly packed. This house 
should be complimented on the way 
all their boxes are packed. When 
boxes are opened they all have a 
very fine appearance. 

Review: We seldom examine a pound 
box of chocolates that we cannot find 
at least a few complaints. This box 
is as near perfect as could be and 
that is a “lot” for the Clinic to say. 


Code 30 38 
Assorted Chocolates—1 lb.—60c 


(Purchased in a cigar store, Boston, 
Mass. ) 

Appearance of Package: Good. 

Box: Two-layer, extension, colonial 
home scene in a number of colors, 
cellulose wrapper. 

Appearance of Box on Opening: Fair 
(see remarks). 

Number of Pieces: 37. 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Centers—Pecan Top Maple Cream: 
Good. Molasses Coconut Paste: 
Good. Apricot Jelly: Good. Cream 
Walnut: Good. Lemon Cream: Good. 
Orange Cream: Good. Raspberry 
Jelly: Good. Fruit Nougat: Good. 
Peanut Brittle: Good. Molasses 
Sponge Chip: Good. Nut Taffy: 
Good. Dark Cream: Could not iden- 
tify flavor. Vanilla Cream: Good. 
Bittersweet Vanilla Cream: Good. 
Vanilla Buttercream: Good. Winter- 
green Cream: Good. Mint Jelly and 
Vanilla Marshmallow: Good. Pepper- 
mint Cream: Good. Butterscotch: 
Good. Vanilla Nut Caramel: Good. 
Nut Butterscotch: Good. Nut Nou- 
gat: Good. Chocolate Nut Fudge: 
Good. Chocolate Nut Caramel: Good. 
Walnut Top Vanilla Cream: Good. 
Almond Taffy: Good. 

Remarks: This is the best 60c box that 
the Clinic has examined for some 
time. Assortment is well balanced, 
centers are well made and are good 
eating. The center that we could 
find fault with is the dark cream, as 
it lacked flavor. Suggest that the 
box be made slightly lower as the 
candy does not come up to the top 
of the box, also that a glassine liner 
be used. 

Review: In the 60c class, the candy in 

(Turn to page 45, please) 
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You can’t sell buggies in a streamline age! 
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We sell the newest thing for Bulk Candies— 
Pectin—These new bulk goods mean profits 


Sure, times are better. People are buying. Happy 
days are here again. But—are you getting your 
share of the new dollars that are rolling—specifi- 
cally—in your Jelly Goods line? Some of the boys 
are—with Pectin—and here’s why: 

If you want to profit now, dress up your line with 
new merchandise. People aren’t interested in buyin 
the same old stuff they’ve had ever since the race 
War. That’s why there are new model automobiles 
every year—why the railroads run streamline trains. 

Pectin goods are new. Clear, sparkling, colorful 
—they have new eye-appeal. Tender, tangy, delight- 
fully zestful to eat. They give a new taste thrill. 
They're the kind 1937 quality buyers like and will 
pay for. 

And best news of all—they keep your costs down. 
Exchange Citrus Pectin, world’s best for confec- 
tioners, is selling today at lower prices. It’s easy to 
handle, sets quickly. You geta day’s run out ina ng 
Requires no drying room. Longer shelf-life, too. 

Send for free sample. Don’t take 
our word for it. Prove it for your- 
self. Use coupon—today! 


CALIFORNIA FRUIT GROWERS EXCHANGE 

















l Products Department, Sec.212, Ontario, California ] 
| We accept your offer to send us a generous sample of Exchange Citrus | 
| Pectin and formulas, together with complete instruction manual. | 
} Company | 
| Street | 
| City. | 
| Mark for attention of | 
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CITRUS PECTIN for 
CONFECTIONERS 


PRODUCTS DEPARTMENT 
CALIFORNIA FRUIT GROWERS EXCHANGE 


189 W. Madison St., Chicago, Ill. Ontario, California 99 Hudson St., New York, N. ¥. 
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Candy and Christmas 


ah Hpigrvey is only one chance out of a thousand that 
a box of candy would be pleasing as a Christmas 
ift.” 

: This is the verdict of the editors of Sales Management 
after a survey conducted among 2,000 adults in Philadel- 
phia, St. Louis, and San Francisco. In an article in the 
October issue of that publication titled “What Folks 
Want for Christmas,” and re-published in the November 
issue of Business Digest, complete results of the answers 
given to the question were tabulated and conclusions 
drawn. The above is one of those conclusions. 


In spite of Candy’s low rating by those interviewed, 
we’d wager a good hat that no home where Christmas is 
celebrated at all is without its candy. Candy at Christ- 
mas time is one of those “naturals,” like turkey at 
Thanksgiving, eggs at Easter, and fireworks at Fourth of 
July. Unlike these other “naturals,” however, candy’s 
acceptance is not confined to any one special holiday or 
season; it is a welcome part of every joyous occasion. 
Significantly, too, it finds its greatest appeal in times of 
joy and celebration. 


Though we may call the survey not a fair test, inasmuch 
as it covered only adults, did not consider gift merchan- 
dise buying habits and did not classify or specify candy, 
there are, nevertheless, several implications in the results 
to which manufacturers should give some thought. First, 
the candy manufacturer can materially increase his sales 
through greater merchandising efforts during the holiday 
season, particularly if he has candy which is especially 
suited to such a season. W. J. Cameron of the Ford Motor 
Company recently stated that only about 20 per cent of 
the total of all automobiles purchased have actually been 
“sold,” and that the other 80 per cent were “bought.” No 
doubt, the percentage of “bought” candy is far greater. To 
give candy its proper place as gift merchandise, a real “‘sell- 
ing” job can be done, beginning right at the home plant 
where it is manufactured, and carried on through the whole- 
sale and retail units, to the very mouths of the consumers. 
That selling job needs intelligent planning, co-operatively 
undertaken to a large degree, and directed in its applica- 
tion by the best talent which this industry can command. 
Today, when selling should be our prime consideration 
(next to highest quality in our goods, of course), we are 
spending too much time and thought on petty problems. 

Another implication of the survey results is that our 
industry still has a large educational job to do. There 
seems still to lurk in the minds of the public some mem- 
ory of that insidious campaign of some years ago, in 
which pure and wholesome candy was given the villain’s 
role in favor of cigarette smoking. If candy’s low rank 
in the Christmas gift merchandise finals is attributable 
to some vestige of the poison of that old campaign, then 
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the candy industry as a whole must undertake, to an 
even greater extent than has been done through the good 
work of the industry’s merchandising-advertising com- 
mittee, a campaign which will bring the true facts about 
candy to every man, woman and child in every part of 
the civilized world. 

There is a job to be done here, especially among women 
and children. Recently the newspapers have given much 
space to revelations concerning the growth of the dope 
habit among “teen-age children, and still more recently, 
figures were published showing that alcoholism has in- 
creased among married women. Candy cannot, of course, 
give the exhilaration of either drugs or alcohol, yet is it 
not conceivable that women and girls have turned to 
these because of their fear of obesity from eating candy? 
Candy is certainly more pleasant to take and easier on the 
human body after consumption. 

Let’s put candy back on the “conscious” list of Christ- 
mas gift merchandise. What would Christmas be with- 
out a Santa Claus who brings candy? 


The Anglo-American Trade Pact 


HE reciprocal trade agreement between Great Britain 

and the United States has been signed to become ef- 
fective January 1. Import duty on English candy valued 
at 6 cents per pound or over has been cut from 40 per 
cent to 20 per cent. It seems that American consumer 
goods industries, not the least among which is the Con- 
fectionery Industry, are to be sacrificed for the sake of a 
few metal and machinery manufacturers and what is pre- 
sumed to represent a reduction for our agriculturists. 

So far the voice of protest in this country has been 
feeble. But as manufacturers begin to realize the real 
significance of the trade agreement and how they have 
been sold out for some special interests, a storm of pro- 
test is going to be raised whose reverberations will echo 
and re-echo from coast to coast. 

As we see it, the real menace to our manufacturers is 
that every nation in the world except Germany will be 
allowed the same reduction of the protective tariff as that 
guaranteed Canada and England. The biggest beneficiaries 
of the British treaty will be Japan and other low-wage 
countries. Thus, the Administration passes a Fair Labor 
Standards Act and a new Food and Drug Act, on the one 
hand, to protect the American consumer and to raise 
standards of wages and living in this country, while on 
the other hand it throws the American market wide open 
through widespread tariff reduction, to countries whose 
standards of living and wages are far below comparison 
with our own and whose manufactured food products are 
subjected to a very rudimentary inspection for purity and 
wholesomeness, if at all. A strange philosophy of gov- 
ernment. 
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‘THAT REMINDS ME’ 
"Q" 


By 


HE mail that reaches me comes 

from the four quarters of the 
globe, and most of it is extremely 
interesting. Indeed, “Q’s” system of 
obtaining information is more efficient 
than that of Dorothy Thompson, but, 
unlike her correspondence, much of 
his is positively scandalous and un- 
printable. Occasionally, however, a 
letter such as that which follows is 
full of meat and drink, cheerful and 
optimistic. Clearly it is the work of 
a nice young man (all lovers of New 
Orleans are nice and those under 2,000 
years old are always young in my 
eyes), who had just dined well at 
Antoine’s after at least one seductive 
Sazerac with its dash of Pernod. He 


writes: 


“Those good old pralines are as 
toothsome as ever and those shadowy 
courtyards off Royal St., like Patti’s, 
still glamorous and inviting in the 
warm autumn sunlight. Synonymous 
with candy and New Orleans is the 
name of Mose Jacobs; what a pleasure 
it was to find him at the plant and to 
loll back in a chair for an old-fash- 
ioned chinfest, listening to Mose’s 
spicy phraseology and idly watching 
him write his name on a bunch of 
checks. Mose sold the business not 
so long ago but is still active, prob- 
ably always will be. Says he’s build- 
ing a new place about 45 miles out of 
the city. Of course, I expect to be 
invited down when it’s ready and 
could hardly insult Mose and the tra- 
dition of southern hospitality by stay- 
ing less than three months (Jan., Feb., 
and Mar. preferred). Cooking in New 
Orleans remains an art—and a delight. 
When not eating, one is likely to be 
browsing through an antique shop, of 
which there are many, or looking with 
satisfaction from a bench in the Place 
d’Armes at the historical buildings 
that surround the square on three 
sides . . . Or one might be sipping 
a Ramos Gin Fizz or a Sazerac or a 
cup of French Drip Coffee ( ‘black 
as night, strong as Samson and hot 
as hell’). They say our word for 
‘Cocktail’ originated in New Orleans 
from a French expression for a sort 
of egg-cup, and you can see where 
the fellow who had this novel idea for 
serving drinks is buried, in picturesque 
old St. Louis cemetery. Which re- 
minds me, ‘Q,’ that your devotion is 
to the aromatic cocoa bean and I have 
doubtless been boring you. What goes 
on in this Vale of Tears must surely 
puzzle you as you sit there on a stone 
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bench, curiously figured in Aztec, 
midst a grove of cacao trees, high on 
Popocatepetl. Well, the season of 
Hot Chocolate is upon us. A hot cup 
of coffee is nothing to a hot cup of 
hot chocolate when it comes to B.t.u’s. 
But, worse luck, the lads behind the 
soda-fountains insist on using water 
instead of milk so that the usual hot 
chocolate, in spite of a dab of whipped 
cream, falls short of what it might 
be—or am I wrong and do most of the 
‘sweet milk cocoas’ now sold for the 
purpose contain milk solids equivalent 
to those in a cup of milk, in taste 
value as well as quantity?” 


+ ae + 


ND this letter should remind me 
that Popocatepetl was nearly 
18,000 feet high when I last sat on 
it, and Cacao trees cease growing, pro- 
ductively at any rate, at an elevation 
of 2,000 feet above sea level. But 
what matters such a detail? The real 
point of the letter is that “sweet milk 
cocoas” sold behind soda-fountains are 
pretty awful (Fr. ‘lousés’); they 
seem to me to lack a decent chocolate- 
flavor rather than milk. In any case, 
I do not know anywhere in America 
where I can get either a cup of “hot 
chocolate” or “sweet milk cocoa” 
worth the drinking; for, apart from 
the poorness of flavor, it is mever 
(even in New Orleans) worked with 
a swizzle stick which alone can give 
hot Chocolate its proper character. 
This being the Christmas season, I 
will not inflict my readers with fur- 
ther criticisms. Let it be “Peace and 
Good Will towards all Men”—never 
before so needed in the world as to- 
day. Let us toast our Industry in a 
cup of kindness overflowing with the 
milk of human charity—or, if you 
will, in a foaming goblet of the ‘‘Food 
of the Gods,” but preferably in a 
drink well-laced with old Jamaica 
Rum that is nectar and ambrosia at 
one and the same time. 


+ cg + 


ND that reminds me that both 

Voltaire and Napoleon drank 
Chambertin wine for inspiration but 
always resorted to ““Choca” when clear 
decisions had to be reached. And 
their ““Choca” was a very subtle blend 
of Chocolate (from Central American 
Cacaos) and Coffee (Mocha) which, 


at that time, was pure Arabian. While 
suggesting that all my readers try this 
excellent combination—which, when 
the right blend of proper Cacao and 
Coffee is made, is a beverage worthy 
to be called “The Drink of Napoleon” 
—I hope that anyone using the word 
“Choca” commercially, on the 
strength of this article, for anything 
but the best that money can buy or 
artistry combine, may choke. Tut! 
Tut! 

Nevertheless, punsters penalized, 
eating and drinking should be an art, 
as the above letter states—adapted to 
the time and place to give men pleas- 
urable sensations that raise them above 
the common, apathetic herd as well as 
to serve as a food—and not a science 
that considers only calories and vita- 
mins and mineral salts and their ef- 
fect on metabolism. If all the ro- 
mantic stories involving Cocoa were 
told, Puritans would faint and por- 
nographers gloat. And it must not 
be forgotten that the Cocoa Industry 
was built up by Quakers to wean men 
and women from activating alcoholic 
beverages. Again, Tut! Tut! For 
most of these stories about Cocoa are 
pure Romances which, by the way, 
were forbidden in the seventeenth cen- 
tury to monks in springtime, to- 
gether with the even more stimulating 
Chocolate. And, while such matters 
may be concealed from babes and 
sucklings and disbelieved by some in- 
telligent people, they are not from 
and by Sybarites or Social-reformers. 


ND that reminds me that, with 

the first fall of snow, the N. C. 
A. has doubtless gone into usual 
hibernation, from which it will not 
awake until about Convention-time— 
with a yawn and an inspired utterance 
such as “Candy is Delicious Food” or 
“Try it in your Bath.” Meanwhile, 
“Consumers’ Union” renews its at- 
tack on Cocoa, with brands specific- 
ally named. It appears that Cocoa 
is dangerous to children, and once 
more it is hinted that lead-poisoning 
is the probable end of consumers of 
both Cocoa and Chocolate—which, of 
course, is sheer bunk and bluff of the 
Charlie McCarthy order. 

I give it up! But I am beginning to 
understand the policies of some more 
enlightened lands where lazy, evil- 
minded, vicious ~ and irresponsible 
adults can be hit on the head with 
a thick stick—for poisoning by the 
pen, or otherwise, has always seemed 
to me the meanest form of revenge 
and advertising, and apathy towards 
it nothing short of condoned crime. 
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Silent chain direct motor drive illus- 
trated. Also available with V-belt 
direct motor drive, or with tight and 
loose pulleys for belt drive. 


Better Marshmallows 
at Lower Cost... . 


Perfect manipulation of each batch, increased 
beating space per unit volume, rapid cooling, long- 
life sanitary construction, and low operating cost, 
are some of the reasons why confectionery plants 
are standardizing on 


Four beaters of 200-lb. capacity will supply a Mogul for 
continuous operation. 


All Savage machines are built by experts who know the 
problems of the candy manufacturer. Our wide expe- 
rience enables us to give intelligent counsel on all man- 
ner of equipment problems. Regardless of what your 
present requirements are, it will pay you to get in touch 
with Savage. 


SAVAGE BEATERS 











SAVAGE BROS. CO. 


2636-46 GLADYS AVENUE - 


CHICAGO 


SAVAGE is still SAVAGE—Since 1855 





SUGAR INCLUDED IN 
CUBAN TRADE PACT 


Additional reductions in United States customs duties 
upon imports of sugar were listed by the State Department, 
Dec. 1, for inclusion in a supplemental reciprocal trade 
pact with Cuba. A formal statement by the Department 
says: “Consideration of a further reduction in the duty on 
Cuban sugar is subject to the 50 per cent limitation im- 
posed by the Trade Agreement Act, and the maximum 
reduction which can be considered is therefore to a rate 
not lower than 75 cents per pound on 93-degree sugar.” 
It was pointed out that the question of the Cuban sugar 
quota is dealt with by legislation and the trade agreement 
has nothing whatever to do with that. Under existing 
law no trade agreement can be entered into by the State 
Department until after all steps provided for in the statutes 
have been complied with. All interested persons have the 
right to appear and lay their views before the govern- 
ment. Confirmation of the Cuban duty reduction lifted 
the domestic sugar futures market 4 to 5 points in 
positions beyond January, on the date of the announce- 
ment. 


HEATH PROVIDES SAMPLES 


“Good things usually come in small packages.” There 
is a lot of truth in this statement, but it is often difficult 
to convince a public continually on the lookout for more 
for the money. L. S. Heath, Robinson, Illinois, manufac- 
tures a quality, nickel candy bar which weighs but one 
ounce. A pygmy in comparison with other units on retail 
counters, through sheer quality it is among the leaders 
in volume. 

Sampling has always played an important part in Heath’s 
sales campaigns. They do not sample to the consumer, 
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but they supply the wholesaler with samples to use on 
the retailer. ‘They effectively answer the retailer’s argu- 
ment of insufficient value by giving him a chance to taste 
the quality. 

The accompanying illustration shows a box of their 
samples and alongside is placed one of the regular nickel 
units now being sold on retail counters. Both the samples 
and the regular five-cent units are wrapped in Cellophane 
cellulose film, and effective printing gets across the manu- 
facturer’s name. 





Small-Size Candy Bars Wrapped in the Same Transparent Cellu- 
lose as Their Regular-Size Counterparts. The Small Bars Are Used 
for Dealer-Sampling 
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; ENDLESS 
FEED AND BOTTOMER 


THESE FEED BELTS An 
TREATED GBOTTOMER erirs 
RUN TWICE AS LONG ~ 
you CANT BEAT'EM 


AT ANY PRICE 
















BURRELL TREATED 


—— Bottomer Belts ———— 


Do Not Absorb Fats or Oils 
Have Little Stretch 

Do Not Absorb Moisture 
Chocolates Do Not Stick 


PBIIRRELL BEL cocoa 


413 S. Hermitage Ave., CHICAGO 


3118 N. Broad Street, 
Philadelphia 








55 W. 42nd Street, 
New York City 





TARTARIC 
PFIZER ACID 


QUALITY POWDERED CRYSTAL 


GRANULAR 


CITRIC 
ACID 


POWDERED CRYSTAL 
GRANULAR 
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maMethod of Distinguishing. V. Evard. J. 
WPharm. Bldg. 19, 719-20 (1937). 


A VERY simple method of enabling a manufacturer 
to differentiate quickly between citric and tartaric acids 
consists in adding a small amount of the acid (either crys- 
tals or powdered) to a few cc. of carbon tetrachloride in 
a dish. If it is citric acid, it will float; if it is tartaric acid 
it will sink. 





Lactose, or Sugar of Milk 


W. L. Daires. Dairy Inds. 2, 249-50, 
264 (1937). 
THIS PAPER reviews the physical and chemical prop- 
erties of milk sugar, its forms, solubility relationships, 
manufacture, quality and uses. 





Disinfectant Action of Bergamot Oil 


V. Marino, Ann. igiene, 45, 158-76. 

THE MOST active component of the oil is linalyl ace- 
tate, which exhibits a germicidal potency three times as 
great as the oil itself. A bactericidal preparation consists 
of an emulsion of bergamot oil in water, stabilized by a 
little sodium carbonate. 


Egg Albumin 


Determination of free ammonia. Willi Rudolph. 
Chem. App. 24, 364 (1937). 

AIR IS blown through a slightly basic solution of albu- 
min at 20-25° C., mixed with ether. The ammonia is 
absorbed in 0.01N sulfuric acid and the excess titrated. 
A specially constructed wash bottle is described by the 
author. 


Cacao Kernel 


, 


Determination of tannins. D. W. Duthie. 
| Analyst 63, 27-31 (1938). 
a 
CHAPMAN’S cinchonine sulfate method of determin- 
ing tannin in fresh and fermented cacao beans is said to 
be improved in accuracy by using cold 40 per cent acetone 
in an overnight extraction in place of the prescribed 
extraction with hot water. 








Chocolate 


Wm. Clayton, Sydney Back; James F. Morse and 
Robert I. Johnson (to Crosse & Blackwell, Ltd.) 
U. S. 2, 103, 612. December 28, 1937. 
FLUIDITY is increased and bloom resistance is said to 
be improved by incorporating in the chocolate a small 
proportion of an oxidized mono-unsaturated disaturated 
glyceride such as polymerized oxidized cacao butter. 
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CONFECTIONERS’ BRIEFS 





A meeting of candy manufacturers of Minneapolis, St. 
Paul and other towns in the vicinity was held November 
16, at the St. Paul Athletic Club, at which Max Burger, 
N.C.A. secretary, discussed the new Food and Drug law 
and the Wages and Hours law. This meeting was sponsored 
by A. J. Schlirf and C. W. Griggs, both directors of 
the N.C.A. The meeting was well attended. 





At the regular meeting of the St. Louis Candy Sales 
Association, held Dec. 2, the following officers were 
elected to serve next year: J. Clifford Austin, president; 
Gilbert Long, first vice-president; J. T. Mahoney, second 
vice president, and E. R. Keller, Life Savers, Inc., secre- 
tary. The club will hold its annual New Year’s Eve party 
at the Rathskeller of the Gast Tavern, eight miles south 
of St. Louis, on December 31. 





Action to enforce several sections of the new Food 
Drug and Cosmetic Act were begun instantly, says the 
annual report of the Food and Drug Administration, just 
issued. According to W. G. Campbell, chief of the Ad- 
ministration, one new phase of enforcement is the inves- 
tigation of the reworking of returned stocks of candy. 
Some manufacturers, says the report, have been distribut- 
ing objectionable goods, but the Administration was unable 
to act until it could perfect analytical methods that would 
prove convincing in the courts. A survey showed that 
conditions were good in the great majority of plants where 
returned candy is reworked, but deplorably unsanitary in 
some fow cases. The campaign will be continued until in- 
terstate traffic in this filthy confectionery is stopped, con- 
cludes the report. 





Exports of sugar and related products (confectionery) 
from the U. S. to all other countries in October are cov- 
ered in a report recently issued by the Foodstuffs Division 
of the U. S. Dept. of Commerce. Export of refined sugar 
totalled 12,599,349 lb.; chocolate candy, 102,435 Ib.; 
other candies, 602,123 Ib. Exports of chewing gum 
reached a total of 251,114 lb. in October. 


CHICAGO CANDY INDUSTRY 
OVER TOP IN FUND DRIVE 


At the seventh weekly report meeting of the Chicago 
Community Fund’s industrial division, held at the Palmer 
House, Dec. 8, it was disclosed that the Chicago Confec- 
tionery Industry had oversubscribed its Fund quota of 
$41,000 by over $2,667. Under the chairmanship of 
S. W. Hallstrom, vice president of the Walter H. John- 
son Candy Co., the Confectionery Industry became one of 
the first 11 out of 60 industrial groups to reach or oversub- 
scribe its quota. It is estimated that approximately 12,000 
persons connected with the Industry participated ih this 
year’s Fund donation, as compared with some 8,000 last 
year. 








Norman S. Reppert, vice president in charge of sales of 
Luden’s, Inc., Reading, Pa., died at his home, on Novem- 
ber 23. Mr. Reppert, who had been in failing health for 
some time, but had attended to his business as usual, 
was easily one of the best known figures in the industry. 
A month ago serious illness overtook him in Denver, 
Colo. He was rushed back home by airplane, hospitalized 
for a time and then sent home, where his condition grad- 
ually became worse. Mr. Reppert began his 20-year career 
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MANUFACTURERS ACCLAIM 
CREAM FONDANT SYSTEM 





VACUUM RECEIVES MANY 
COMPLIMENTARY LETTERS 
FROM MANUFACTURERS 


A few excerpts from letters received by the 
Vacuum Candy Machinery Co., 15 Park Row, 
New York City, are given below: 


“We have successfully used the Simplex 
vacuum system of cooking and cooling fon- 
dant since August, 1932. In our opinion, cook- 
ing fondant by this process is so much superior 
to the old method, that it bears no comparison.” 


“ 


the actual performance of the equip- 
ment purchased from you has been far in ex- 
cess of the promises you made for it.” 

“Our experience with the equipment 
. we have 
now under consideration the purchase of an- 


was very satisfactory, so much so. . 


other Simplex System for cream fondant.” 


we were able to step up our produc- 
tion from 4500 pounds a day, which was our 
previous high mark to as high as 6500 pounds 
a day without any other increase in equipment 
except the substitution of your vacuum cooker 
for our old open kettle system.” 


“It certainly is a pleasure to be able to cool 
a batch in eight or nine minutes that formerly 


took up to three hours.” 
ADV. 
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: READY 
A Complete Pectin rer 


Product for Making 


. ‘ /NOTHING 
Jellied Candies to Add 








STOP 
SIGNAL 
to costly Spoilage! 


WHEN plant weather conditions are unsettled and 
Spoilage rears its ugly head—there is one sure way 
to stop it—with Sturtevant Air Conditioning. 


By maintaining ideal temperature and humidity con- 
ditions in your manufacturing and packaging de- 
partments, stickiness will be prevented . . . product 
quality kept uniform... 


production speeded all along 
Sturtevanl the line. 


2 CMM Our 25 years’ experience with 

. the weather problems of the 
candy industry may be a help 
in boosting your profits. 








THE COOLING & AIR CONDITIONING DIVISION 
B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 


(40H .) ATLANTA CAMDEN CHICAGO GREENSBORO 
atl LOS ANGELES NEW YORK 
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with Luden’s in 1918, when he went to work for the com- 
pany as a stenographer. Later he was made purchasing 
agent, and after that, sales manager. He became vice 
president in charge of sales in 1935. Member of the 
N.C.A., he served on its board of directors two years 
ago. He organized and was first president of the Purchas- 
ing Agents Association of Berks County, Pa., and was 
a member of the Reading Lodge, F. & A. M., the Kiwanis 
Club, Knights of Malta, P.O.S. of A. of Blandon, Pa., and 
of the Park Evangelical Church. He is survived by his 
widow, Mrs. Crichton Reppert, his mother, Mrs. Jacob 
Reppert, and three sisters. Funeral services were held 
Nov. 26 in Reading. 





M. A. McDonell has assumed his duties as executive 
director of Associated Candies, Inc., Cleveland, Ohio. Mr. 
McDonell was formerly president of the Puritan Choco- 
late Co., Cincinnati, Ohio, and was particularly active 
in jobber relations, having made a thorough study of 
jobber discounts, costs, etc., several years ago. In a recent 
statement sent out from the Cleveland offices of the 
Associated Candies, Inc., the objects and purposes of the 
organization were outlined, namely to improve methods of 
confectionery distribution in the field of operations of the 
members of the association. Operating under the pro- 
visions of the Ohio Fair Trade Act, a strong attempt 
will be made to secure distribution of five-cent bars, etc., 
at a fixed retail price of five cents through contracts with 
the manufacturers and retail outlets, and between manu- 
facturers and wholesale outlets. Manufacturers interested 
in the program may obtain copies of the complete state- 
ment of purposes from Mr. McDonell, 688 Union Trust 
Bldg., Cleveland. 





The National Association of Tobacco Distributors is lay- 
ing plans for the most ambitious convention program ever 
attempted by a tobacco organization, says a press release 
from association headquarters. A series of round table 
sessions will discuss subjects of special interest to the trade. 
The convention will be held at the Palmer House, Chicago, 
Jan. 18 to 21. 





The Candy Standards Committee headed by Chairman 
C. O. Dicken of E. J. Brach & Sons, Chicago, held a meet- 
ing at the Pennsylvania hotel, New York, on Nov. 10 and 
11 to consider the problem of candy standards. The 
meeting was addressed by W. F. R. Murrie, president 
of the Hershey Chocolate Corp., and Clive C. Day, 
vice president of the Peter Cailler Kohler Swiss Chocolate 
Co., Inc., with reference to the proposed standards for 
chocolate and chocolate coatings. 





Goudey Gum Co., Boston, Mass., announced the ap- 
pointment of Paul B. Hultkrans as sales manager, effective 
Dec. 1. Mr. Hultkrans was formerly sales manager for 
Hollywood Candy Co., Centralia, Ill. The appointment 
of Mr. Hultkrans was announced by A. D. Lelahunt, who 
himself was made vice president, general manager and 
treasurer of the firm on Nov. 1. 





Carroll B. Meins, of Sparrow and Meins, Boston, Mass., 
has been made chief secretary to Governor-elect Saltonstall 
of Massachusetts. - 





Hugh Maloney, formerly associated with the Schutter 
Candy Co., Chicago, is now superintendent of the Walter 
O. Birk Candy Co., Chicago. 
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SUPPLY FIELD NEWS 


Exposition Committee Named 


The following will serve on the committee in charge of 
the Confectionery Industries Exposition to be held in con- 
nection with the 56th Annual Convention of the N.C.A. 
in Chicago, next May: D. P. O’Connor, Penick and Ford, 
Ltd., New York, chairman; W. H. Kopp, American Ma- 
chine and Foundry Co., New York; D. H. Macauley, Gen- 
eral Foods Sales Co., New York; George A. Bausman, 
National Equipment Co., Springfield, Mass.; J. E. Rowe, 
Ross and Rowe, New York; M. C. Pollock, E. I. duPont 
de Nemours Co., Wilmington, Del.; James A. King, Nulo- 
moline Co., New York; Harold Weil, H. Kohnstamm & 
Co., New York; C. S. Allen, C. S. Allen Co., New York; 
Charles F. Scully, Williamson Candy Co., Chicago; F. S. 
Tolle, Shotwell Manufacturing Co., Chicago; Albert Horo- 
witz, Up-to-Date Candy Co., New York. 

Attending the first meeting of the committee in New 
York, Nov. 29, were also: William F. Heide, Henry Heide 
Co., New York, and T. L. Clapp, H. Merriman and Saul 
Poliak, Clapp and Poliak, convention managers, New York. 





Ray W. Krout, vice president and general manager of 
Charms Candy Co., Bloomfield, N. J., who was killed in an 
airplane accident last month, is credited with the develop- 
ment of the Krout Cooker now on the market. 


Sweet Junket 


Ten Senators and 30 Representatives, most of them with their 
wives, are speeding southward today on a de luxe special train 
for a free vacation in Florida. 

Those who made the arrangements in Washington for this 
joyous junket were a trifle vague about who is standing the 
expense of the train, the Pullman drawing rooms, the meals, the 
drinks, the hotel accommodations, the golfing, the bathing and 
sightseeing in Miami and Tampa and all the other pleasures to 
be enjoyed by these favored Congressmen. 

But we notice that a great many people interested in sugar 
are also on the special train. And that the seven-day schedule 
includes two days at sugar-raising, refining and experimental 
plants of the United States Sugar Corporation (the company 
that collected $1,067,665 from the government for not grow- 
ing sugar cane in 1933 and 1934). 

And we recall that Florida sugar interests and their lobbyists 
have been trying to get Congress to do something for Florida 
sugar—-specifically to lift present restrictions so that the Florida 
interests can gain market advantages over sugar from Hawaii and 
Puerto Rico. 

All of which suggests a thought. 

We aren’t sure who will pay for this “free” Florida vacation 
that 40 of the people’s Representatives are getting. 

But we shrewdly suspect, that if Congress does that little 
something for Forida sugar, you will help pay for it every time 
you dip into your sugar bowl. 

—New York World Telegram, December 2, 1938. 


“Q” commenting on this editorial, writes us: 

“This is the wrong way to help the American Sugar 
Industry and will undoubtedly lead to more expensive sugar 
one way or the other. It is not more sugar that is wanted, 
but obviously what is needed first of all is the suppression 
of refined and semi-refined sugar at present being imported 
into this country and which is depriving some American 
citizens of employment. If, after proper restrictions have 
been imposed on these imports, the Floridians can grow 
sugar cane with advantage to the sugar-consumer and 
without heavy government support, well and good! But 
this is highly improbable and the whole proposition looks 
like a racket to me.” 


Dr. H. H. Schopmeyer has been appointed Director of 
Research and New Products Development by the American 
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HERE is a new aid to economy in the making of chocolate, 
two efficient units combined. It produces the same taste 
development in chocolate in 24 hours as is obtained in up- 
wards of 72 hours of conching by older-type machines, and 
it turns out this better grade of chocolate with notable 
economies in cocoa butter. 





Highest flexibility in controls for temperatures and aeration 
is featured, permitting application of specific requirements of 
the chocolate expert. 


This conche synchronizes the various operations such as dis- 
persion, aeration and moisture evaporation, so that the entire 
processing is effected in the shortest possible time. 


Technical Inquiry Invited—Send for Illustrated Booklet. 
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Maize-Products Co., Roby, Indiana, succeeding J. F. Walsh. 
Dr. Schopmeyer was formerly connected with the Bac- 
teriological Laboratories of the Union Solvents Corp., 
Cincinnati, Ohio, and was a technical director of the 
National Distillers’ Corp. prior to coming with American 
Maize Products in 1936. 





Success Story 


Some months ago a firm which had formerly done no 
advertising in the confectionery industry, began advertis- 
ing in THE MANUFACTURING CONFECTIONER on a three- 
months’ contract, “as a trial.” At the end of the three 
months’ period, results having been satisfactory, the con- 
tract was extended for three more issues. At the end 
of the second period, the firm contracted for six more 
months’ advertising, and they are now operating on a 
regular annual schedule. 


When interviewed by one of our staff writers, E. C. Pil- 
cher, eastern manager of the publication, said: “That is the 
kind of advertising I like to see in our book. By a cautious 
and intelligent trial method, this firm found out that our 
publication can be valuable to them, and we now have 
another regular advertiser, self-sold on the value of adver- 
tising in THE MANUFACTURING CONFECTIONER.”—Adv. 





Hellwig-Miller Company is the new name adopted for 
the former E. W. Hellwig Company, advertising and mer- 
chandising agency for Corn Products Sales Company. The 
new name became effective November 1. 





Mellon Institute, Pittsburgh, Pa., has announced the 
establishment of an industrial fellowship in that institution 
by the American Air Filter Co., Inc., Louisville, Ky., to 
investigate broadly materials of value in the construction 
of filters for air-conditioning systems. 





Dr. Willis Carrier, head of Carrier Corporation, suggest- 
ed in a symposium on air conditioning held in Chicago, 
Nov. 22, that increased attention be given to minimum 
humidity and temperature allowed in an air-conditioned 
space to protect the public from “show-off” owners of the- 
aters, and the like, who run cooling systems ‘40 per cent 
cooler inside.” 





R. H. Macy and Company, large department store in 
New York City, recently opened an “International Nut 
Show,” in which the Brazil Nut association took a promi- 
nent part. 





It was announced recently by Sidney Frohman, president 
and general manager of the Hinde and Dauch Paper Com- 
pany, that the company will begin immediately to erect 
a modern corrugating box factory in Detroit. 





Sugar Quota for 1939 
Fixed at 6,832,157 Tons 

Complying with the Sugar Act of 1937 which requires 
him once a year to determine the amount of sugar neces- 
sary to meet the needs of consumers, Secretary of Agricul- 
ture Henry A. Wallace on Dec. 3, fixed the 1939 total at 
6,632,157 short tons, or an average of 104.2 pounds per 
person in the U. S. This is slightly less than the initial 
total quota of 6,861,761 tons established for 1938, 
which was subsequently revised to 6,780,566 tons. Con- 
sumption for the 12 months ending Oct. 31, 1938, reached 
a provisional total of 6,429,337 tons. Thus, the net quota 
for 1938 was 351,229 tons more than the distribution for 
the period just mentioned. This explains why the sugar 
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Form 6-Style R-Twin Puller 


market this year went to a duty paid basis of 2.65 cents 
for raws, only eight points over the all-time low for duty 
paid sugars established in 1932, to 4.10 cents for beets, 
which, exclusive of the tax, was 3.48 cents net, which 
figure was only five points over the all time low on beets, 
and to a basis of 4.30 cents for cane refined, a net price 
of 3.68 cents, after deducting tax, again almost equal to 
the all time low of 3.63 cents for standard granulated 
cane sugar. 
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Magnus, Mabee and Reynard, Inc., have opened a new 
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spite of these criticisms about their business. Still, it is 
evident that these people can succeed in getting more busi- 
ness by carefully exploring the United States to ascertain 
the actual sales potentials for candy and for their particu- 
lar products in each trading area, and through this infor- 
mation to discover areas wherein sales can be increased. 
This, of course, involves many complexities, problems, and 
variable factors, which necessitate extensive investigations, 
and analyses of people, buying ability, candy consuming 
habits, sales, and competition. However, one manufac- 
turer or several non-competing candy people may under- 
take such a project, which would provide each one with 


confidential information about their particular sales pos- THE ORIGINAL CANDY PULLER 


sibilities, and help them to properly allocate their sales 


efforts and promotion. HILDRETH PULLING MACHINE CO. 
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, GLYCERINE— 
(Continued from page 20) 
| 
| 
| 


Nevertheless, enough information has been given to indi- 
cate a few of the many-sided adaptabilities and con- 
veniences inherent in glycerine. Wider utilization of 
glycerine in confectionery should continue to improve 
candy products. 
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REVIEW OF 1988 CANDY PACKAGES 


As Seen by the Candy Packaging Clinic 





HE hundred-odd packages and bar wraps examined 

by the Packaging Clinic in 1938 and discussed in the 

February, May, August and November issues of THE 
MANUFACTURING CONFECTIONER (also in Candy Pack- 
aging), again demonstrated that packaging of candy is, 
in a general way, at least several rows to the rear in the 
packaging parade. On the other hand, where the Clinic 
has found outstanding packages or wraps, these have in- 
dicated by their excellence of design and execution that 
the industry is beginning to find itself, from a packaging 
standpoint, and that the coming year and other years to 
follow hold promise of continuing improvement in the 
containers. 

Six packages earned the “outstanding” verdict in Febru- 
ary. The first, a box of assorted chocolates, was a two- 
layer set-up box, with full-telescope top, wrapped loosely 
with litho paper printed in black and blue. The strong 
black silhouette of the hoop-skirted girl contrasted pleas- 
ingly with the polka-dotted background. This was an ex- 
cellent example of a design in two colors, simple in con- 
ception, but appealing and original. 

Another box of assorted pieces was also two-layered, 
with extension edges at top and bottom and full telescope 
top with padded top in snakeskin embossed paper. The 
manufacturer’s only identification was a gold foil em- 
bossed label on the box wall, and this label was also the 
only clue to the contents. The box cover was illustrated 
with the figure of a snarling black cat, back arched and 
tail high. The Clinic report concerning this package 
says, in part: “This box is masterfully packed and is a 
well-designed novelty. An interesting array of various 
shapes and colors has been achieved.” 


A third box of tasteful design was dominated by a 
shield in white, blue and gold with a gold-embossed fili- 
gree. Full-telescope padded top in white skytogen paper. 
The white space was broken by a horizontal orange stripe, 
flanked on both sides with two narrow gold stripes. These 
stripes extended down the side of the box. If consistent 
sales all over the country are any criterion, then this box 
“has what it takes,” for it has been a good seller for years. 


Another outstanding package was a valentine heart, sin- 
gle-layer, with extension edge top and bottom. The lid 
was red with a gold edge and contained a picture of an 
old-fashioned figure printed in gold in the center. The 
lower portion of the box had gold sides and edges and a 
red bottom. A simple, well-executed design in gold on 
a red background made this heart box distinctive. The 
individual pieces in various sizes and colors, presented a 
well-arranged, attractive assortment, and the tongues of 
lace paper which edged the box added to the attractive- 
ness of the open box. 


A Valentine assortment in a tin box also received the 
approbation of the Clinic. The design consisted of a doily 
effect with a Cupid in the center and modernistic letter- 
ing running around the outer edge. The doily design of 
this box was elegant and in very good taste. The indi- 
vidual pieces of candy were tastefully arranged in white 
glassine cups. Other box findings included a wax paper 
padding over the top of the candy, with a tissue paper 
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padding between the layers. The pieces of candy blended 
well with these package accessories. 

The February report of the January Clinic gives out- 
standing rating, also, to a children’s assortment contain- 
ing sticks and lollypops. The box itself was octagon- 
shaped, full-telescoping, printed in red, blue, black and 
yellow. The cover design consisted of sketches of four 
children’s heads in the best tradition of modern children’s 
art. This was an out-of-the-ordinary box, fresh and 
original in its conception. The cover design was well- 
executed and the interior, with its toys and candy tied 
with colored ribbon and packed in colored cellulose, was 
such as to delight the eye of any child. 

Packages examined by the Clinic in April and reported 
in May were those submitted by a number of foreign 
manufacturers. Sweden presented two which were ranked 
as outstanding. The first of these was a box of assorted 
chocolates in a full-telescope, extension-edge box in red, 
blue and gold, with a dominating gold embossed crown 
as the dominating figure on the box-top. The whole de- 
sign, including lettering and decorating crown motif, 
was worked in harmonious manner, and represents a mod- 
ern rendition of a traditional subject. The brilliant foil 
and amber-colored cellulose of the individually wrapped 
pieces presented an attractive and inviting assortment. 
The second outstanding entry from Sweden consisted of 
small, individually wrapped pieces, apparently sold indi- 
vidually or by the bag. Each piece was wrapped in foil, 
one having a red strip of paper tied around it and the 
other having a twisted cellulose wrap. These pieces rep- 
resent novel treatment and the designs were executed in 
good taste. 

Scotland contributed an outstanding box of stick hard 
candy. The sticks were wrapped in heavy wax paper. 
insisted in a pasteboard box, which was loosely wrapped 
in Scotch plaid paper in red and white, with lettering and 
design in black, buff and gold, and with a center ova! 
cut-out through which showed a postcard view of Edin- 
burgh. This box presented a definite Scotch atmosphere 
and was well-wrapped and pleasingly designed. The sec- 
ond outstanding Scotch package was a sleeve container 
of pastilles. The container was wrapped in gold foil, 
then in a paper sleeve printed in black, blue, brown and 
green. The design of the currants and leaves was in keep- 
ing with the black-currant flavor of the candy. Typo- 
graphy was simple and harmonious, and the colors were 
pleasing. 

Germany submitted a chocolate bar and a package of 
mints, both of which were rated outstanding. The de- 
sign of the bar wrapped expressed quality and refinement 
and combined traditional ideas with decorative lettering. 
The Clinic said of the mints package, “This is one of 
the best-designed wraps in small size which the Clinic has 
seen.” The 14 pieces were wrapped in wax paper and 
then in a paper sleeve printed in gold and black. The 
lettering was legible and in good taste. 

Three packages from Finland also were considered out- 
standing. One was a bag of pastilles in a white glassine bag 
printed in blue which was closed and stitched at the top. 
Attached to it was a white and yellow embossed seal. The 


page 41 











entry consisted of individually-wrapped bonbons in wax 
paper, some printed and some plain, in many different 
colors. The wraps showed a high degree of originality 
and good execution throughout. The third package was 
a box of pastilles. The folding box was lined with glass- 
ine paper and printed in black, green and red. The whole 
thing was wrapped in transparent cellulose, with a string 
attached to one end, for opening. Lettering and design 
were modern. In the opinion of the Clinic, this package 
was better-designed than those used for similar goods by 
American manufacturers. 

Holland’s three outstanding packages enclosed mints, 
cordial chocolates and chocolate pastilles. The mints were 
wrapped in transparent cellulose with a white cardboard 
backing. The twisted ends of the wrap were decorated 
by blue lines and the trade mark, also in blue printing, 
was in the center. The wrap was novel and appealing. 
The cordial chocolates were in a single-layer, full-tele- 
scope set-up box with extension edges top and bottom. 
The top was covered with cream-colored paper over which 
was pasted a drawing of an African boy and donkey, 
against a vivid background of vegetation and ocean, in 
yellow, brown, blue and green, all in solid colors. The 
design was novel and interesting, though a bit unusual 
in a candy package. The chocolate pastille box repre- 
sented an interesting and freshly modern treatment. It 
was a round set-up box with slightly extending top and 
bottom edges. Top design was painted in red, blue, brown 
and gold, and pasted on the box top. The center circle 
in brown, with the name of the assortment in gold and 
the word “Pastilles” in white was very effective. 

From Argentina came three outstanding packages, an 
oval tin box of toffee, a glass jar of fruit drops, and a 
glass jar of panned goods. The Indian motif of the box, 
in full and rich colors, gave this package a distinctly 
South American atmosphere. The Clinic awarded out- 
standing rank to the glass jars for the fruit drops and 
panned goods, because of the fine advantage to which the 
designers had put the limited display space at their dis- 
posal. Both jars had covers colored in such hues as to 
create a special counter appeal for the assortments. Both 
used foil or gold string to add that special “touch.” 

The July session of the Clinic examined a number of 
summer packages, as well as a variety of all-year assort- 
ments and pieces. The two summer packages selected as 
outstanding were designed and their packs assembled as 
different purposes. The first was an assortment designed 
to be given as a going-away gift. The entire illustrative 
cover design carried out this theme and was done in 
sketches and colors which were modern, “summery” in 
their execution and pleasing to the eye. The candy itself 
was of a color and texture to create appeal, especially for 
the summer buyer. Crisp white cups set off these crisp, 
cool candies to best advantage. The second box design 
was more general in theme, but also in pleasing colors 
having definite summer appeal. The figure on the cover 
was that of a garden scene with a colonial touch repre- 
sented by a figure in old-fashioned costume. Of _ this 
package the Clinic said: “It is a pleasure to see a man- 
ufacturer giving real consideration to all details of his 
package, including the quality of the candy.” It might 
be said, incidentally, that here, again, the candy was se- 
lected for its summer-appealing color and packaged in 
cool, white, crisp cups. The third package to receive 
outstanding rating in July (reported in August issue) 
was a box of miniature chocolates. The box was brown 
imitation suede, finished-off with a brown and gold tailored 
cellephane bow. Script lettering of the brand name and 
the assortment was embossed in gold. The idea of qual- 
ity-plus was achieved by the simple design and the tailored 
bow. It must be added, too, that the contents of this 
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outstanding box did not disappoint. The arrangement 
of the candies was well-planned, particularly the mixing 
of dark and light coated pieces, and the breaking-up of 
the solid brown by the use of two gold-foiled pieces 
was effective. 

One of the most interesting boxes to come to the atten- 
tion of the Clinic this year was that submitted for exam- 
ination by the October Clinic and described in the No- 
vember report. This was a hinge-top box, printed in 
three colors. Around a center panel carrying the manu- 
facturer’s name and the name of the assortment were 
pen-and-ink sketches of dramatic incidents from the 
American scene. Cutting through these scenes were lines 
of red lettering which further identified the various 
sketches. The idea of this box design was excellent, but 
it was the opinion of the Clinic that the whole theme 
might have been “put across” better had there been less 
sketches and had those which were shown been a little 
larger. Here, too, the interior carried out the excitement 
created by the cover. A well-planned arrangement of 
excellent chocolates, some in foil, followed through on 
the expectancy aroused by the outside design. 

Two other boxes chosen as outstanding by the Clinic 
contained a fruit and nut assortment and a_ chocolate 
assortment. The latter had for its cover theme a fleur- 
de-lis coat-of-arms design, under which was a panel con- 
taining the manufacturer’s name and the name of the as- 
sortment. The entire box top was covered with gold 
paper, and the design was carried out in black and red 
colors. The box was cellophane-wrapped. The Clinic 
suggested one or two minor revisions in the design to 
carry out still further the idea of “class,” but agreed that 
even in its present form it was an excellent package and 
a very good value for the price. The fruit and nut assort- 
ment was in a cellophane-wrapped lithographed box cov- 
ered with a combination of smooth and grained paper in 
two shades of blue. In a panel at the bottom was an il- 
lustration of fruits and nuts in five colors. Of this pack- 
age the Clinic report said: “With the variety of color 
used, this box might easily have gone ‘out of bounds.’ 
However, a nice, harmonious effect has been maintained. 


The design is in good taste.” 


NEW PACKAGES USED FOR 
HARD FILLED AND STICK CANDY 


Packages which definitely place hard candies back in 
the “quality” class are now being used for both filled and 
stick hard candies by the Peerless Confection Co., Chi- 
cago, Ill. 

The one-pound box of filled hard candies is a novel 
packaging unit. The box proper is a die-cut, window 
container, in a rather somber red and blue color combi- 
nation. The candy is placed in a cellophane bag printed 
in white, shaded blue and white, and blue, and the full 
bag is then slipped into the box. The candy’s luster and 
color shew through the box window to good advantage. 
Another cellophane wrapper is then put around the whole 
package. As compared with the usual bulk hard candies 
seen in retail stores at Christmas time, this package with- 
out question has better display value and salesability, even 
though the price per pound is somewhat higher than bulk 
goods. 

The candy sticks contained in the second box have 
been given unusual packaging treatment. Each of the 
20 individual sticks is wrapped, and the twisted ends of 
these wraps act as shock absorbers preventing the sticks 
from being broken or chipped in handling. The box it- 
self is a flat boat-type container, with an open face. 
Around the entire package, again, is a cellophane wrap- 
per with printed lace edge which hides the irregularity 
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These Two Packages Were Developed for Packaging of Hard 

Candies by Peerless Confection Co., Chicago. The Upper Holds 

Filled Hard Candies, and the Lower Boat-Type Package Contains 
Candy Sticks 


of the sticks as they lie inside. It should be mentioned 
here that this irregularity is not due to varying length of 
the sticks, but is an irregularity in appearance only, caused 
by the twisted ends of the individual wraps. 

The price of this box of stick candy is also quite high 
in comparison with bulk stick candy, but less expensive 
than if it were packed in glass jars. Glass jars would no 
doubt give the candy better display value, but the cost 
and the difficulty of shipping in glass jars again militate 
against this type of packing. The cellophane around the 
boat gives the latter firmness and strength which make 
it ship well without much loss from breakage. The cush- 
ioning effect of the twisted individual wraps also helps 
out in this respect. The pack of the candy itself is so 
arranged as to give good contrast between the colors of 
the various pieces. 





FOOTBALL 
IS HERE 


Football-FC-4070—100- 

Hole Push Card. Takes 
$5.00. Pays 72 Candy 
Bars. 


Price, $0.90 per doz.; 
$6.18 per 100. 
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Chas. A. Brewer & Sons 


“The Largest Board and Card 
House in the World” 


6320-32 Harvard Ave. 
Chicago U. S. A. 
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STICKS 


ALL SIZES 





Season's Greetings 


We wish to thank our friends among the 
Candy Manufacturers who have, by favoring 
us with their business, played a part in the very 


successful year we have enjoyed. 


We send our heartiest greetings to the candy 
manufacturing trade and wish you all a suc- 


cessful New Year. 


Superior Dowet Co. # 


436 WASHINGTON STREET 
NEW YORK CITY 
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ALWAYS 
DEPENDABLE 














WRAPPING 


The satisfaction of KNOWING 
that their wrapping machines 


MACHINES 


pendable and economical. The 
SENIOR MODEL wraps 160 


will give EFFICIENT, UNIN- 
TERRUPTED SERVICE AT ALL 
TIMES is just one reason why 
candy manufacturers the world 
over prefer IDEAL Equipment. 


pieces per minute; new HIGH 
SPEED SPECIAL MODEL wraps 
325 to 425 pieces per minute. 


Both machines are built for the 


These machines, suitable for most exacting requirements 
both large and small manufac- and carry our unqualified 
turers, are fast, always de- guarantee. 


Write For Complete Specifications and Prices 


EST. 1906 


MIDDLETOWN, N. Y. = - 


- U. Ss. 


IDEAL WRAPPING MACHINE CO. 


a 
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PUTTING YOUR STORY ACROSS .... 


that is the main idea! You are doubtless a capable 
judge of the proper media to use—but for art 
work that vividly expresses the dominating thought 
in your advertising message—we can be of real 
service. 


We offer you a dependable, competent ART 
SERVICE, based on many years’ experience and 
organized to meet extreme demands of high quality 
and “dead lines." 


Advertising illustrations 
Mechanical retouching 

Color drawings and layouts 
Cartoon and comic strips for ads 
Catalog drawings and wood cuts 
Sales promotion pep cartoons 


Write or phone for representative to submit estimate on 
your next art or catalog job. Our reasonable charges will 
surprise you. No obligation. 


MERRELL ART SERVICE 


318 West Randolph St., Chicago Dearborn 7889 














cr 
One BOTEN 


Chocolate sean al 


TRADE MARKS 
for 
Registration 


The following list of trade-marks, published in the Patent Office 
Gazette for the past month, prior to registration, is reported to The 
Manufacturing Confectioner Publishing Co., by Mason, Fenwick & 
Lawrence, Patent and Trade-Mark Lawyers, Woodward Building, 
Washington, D. C. 

Manufacturers and deal in di fecti y and baking 
products who feel that they would be damaged by the registration of 
any of these marks are permitted by law to file, within thirty days 
after publication of the marks, a formal notice of opposition. 





POT OF GOLD and picture of girl on label, for chocolates. 
Use claimed since Oct. 14, 1937, Moirs, Ltd., Halifax, Nova 
Scotia, Canada. 

HAPPY LANDING, candy. Use claimed since Sept. 2, 
1937, Wayne Candies, Inc., Fort Wayne, Ind. 

JO-LO, frozen confections, etc. Use claimed simce Dec. 7, 
1937, Joe Lowe Corp., New York, N. Y. 

ROSALIE, candy. Use claimed since Oct., 1933, Salvo & 
Berdon Candy Co., Natchez, Miss. 

FRUITY FREEZE and design of label, chilled and frozen 
fruit confection. Use claimed since April 29, 1938, Fruity 
Freeze Corp., Chicago. 

OLD SMOOTHIE, chocolate syrup for food purposes and a 
powder for making chocolate syrup for food purposes. Use 
claimed since Dec. 2, 1935, Bowey’s, Inc., Chicago. 

HATCH’S and design, milk, ice cream, and candy. Use 
claimed since Jan. 1, 1935, The Hatch Dairy, Inc., Danbury, 

onn. 

AIR-BONS, candy. Use claimed since Oct. 21, 1931 by 
Stephen F. Whitman & Sons, Inc., Philadelphia, Pa. 

POP SCOTCH, popcorn candy confection. Use claimed 
since Oct. 1, 1937, by William G. Angelos, doing business as 
Pop Scotch Co., Freeport, IIl. 

WIZ, egg paste. Use claimed since April 21, 1936, by La 
Touraine Co., Inc., New York, N. Y. 
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Will hela you Ssll Morse 








Genuine FRE CARTONS 


cpOCOLATE EGc S 


eal 
We will make up special cover —— . 
poli oy Fk age vow tll — iedinn Cr your candy eggs the benefit of a package that will 
manufacturer of egg cartons, we are able definitely increase sales and enable you and the dealer to 
to offer you outstanding values. Send secure a better price. 
coupon for samples and prices. ; : 
1 is eeeciat tik cal si i tance ene is cass in Site emis cami ca Sts ein “] Pack your candy eggs in Self-Locking genuine egg cartons 
and give your product a background of character and qual- 
SELF-LOCKING CARTON CO. | ity. Instead of being hidden in the dealer’s case and sold 
625 E. Illinois St., Chicago, IH. | in bulk at a low price—you place your merchandise right 
Gentlemen: | out on the counter for all to see and buy. 
Please send information and prices on Easter 
Egg Cartons. L oO Cc 
Name . E F 1 L ae l N 
EGG CARTONS 
NN Rees 1 ees a ed SI aaa we Agia | 
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CANDY CLINIC— 
(Continued from page 27) 


this box was outstanding. The box 
is not the right size and it lacked a 
liner. Centers were exceptionally 
well made and of fine quality. 


Code 3A 38 


Home Assorted Chocolates—1 lb.— 

40c 

(Purchased in a drug store, Boston, 
Mass.) 

Appearance of Package: Good. 

Box: Two-layer, white, blue and gold 
center, name in gold, gold stripes on 
ends, cellulose wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 24 dark coated, 1 
light, 1 cellulose wrapped caramel, 1 
cellulose wrapped nougat. 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Centers—Hard Candy Filled Stick: 
Good. Nut Nougat: Good. Brazil: 
Good. Cashew: Good. Vanilla Cream: 
Good. Chocolate Fudge: Good. Maple 
Cream: Good. Raisin Caramel: Good. 
Hard Candy Coconut Blossom: 
Good. Peppermint Cream: Good. 
Raspberry Cream: Good. Cherry and 
Cream: Good. Fig Jelly: Good. 
Raisin Cluster: Good. Mint Jelly and 
Cream: Good. Light Coated Mo- 
lasses Hard Candy: Good. Wrapped 
Caramel: Good. Wrapped Nougat: 
Good. . 

Assortment: Good. 

Remarks: This box is the best that the 
Clniic has examined in the 40c to 50c 
class. Candy is well made and good 
eating. If the quality is kept up this 
box should “go places” at the price 
of 40c the pound. 

Review: In this price class we have 
examined a large number of boxes 
the past year as this and the 50c 
box have been very popular for home 
consumption. The candy in this 
box was made with care by good 
candymakers and quality was out- 
standing for this price. 


Code 3K 38 
Assorted Chocolates—1 1b.—69c 


{Purchased in a drug store, New York 
City.) 

Appearance of Package: Good. 

Box: Two-layer, extension type, green 
panels on ends, silver center, name in 
silver, cellulose wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 47. 

Coating (Dark)—Color: A trifle dark. 
Gloss: Good. Strings: Good. Taste: 
Good. 

Centers—Jelly: Fair. Vanilla Caramel: 
Good. Nut Nougat: Good. Vanilla 
Nougat: Good. Maple Cream: Good. 
Peppermint Cream: Good. Prune 
Cream: Good. Vanilla Cream: Good. 
Molasses Plantation: Good. Lemon 
Cream: Rancid. Hard Candy Blos- 
som: Good. Pink Cream: Could not 
identify flavor. Molasses Peppermint 
Blossom: Good. Vanilla Cream: 
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Good. Walnut Cream: Good. Maple 
Marshmallow: Good. Sponge Chip: 
Good. Chocolate Caramel: Good. 
Dark Cream: Could not identify fla- 
vor. Raspberry Cream: Good. Va- 
nilla Buttercream: Good. Nut Cream: 
Good. Hard Candy Filled Sticks: 
Good. Chocolate Hard Candy Blos- 
som: Good. 

Assortment: Good. 

Remarks: This is the best box in this 
price class that the Clinic has exam- 
ined for some time; it has a well- 
balanced assortment, neatly packed. 
Suggest that some of the flavors be 
checked up as some centers lacked 
flavor. 

Review: In this class price the con- 
sumer expects a good quality box of 
chocolates but we find some 60c to 
80c boxes that are not as good as 
some of the 40c boxes. The Clinic 
not understanding why a manufac- 
turer will make a good center and 
then spoil by using cheap flavors. 
This would be a “bang-up” box of 
chocolates if better flavors were used 
in the creams. 


ESTONIA 


Code 4H 38 


Florida Chocolates—Ekr. .75—2I1c 
American Dollar 


(Sent in for Analysis—No. 4291) 

Appearance of Package: Good. 

Box: One-layer type. Buff color. 
Printed in brown, cellulose wrapper. 

Appearance of Box on Opening: Good. 
Box contained thin, fancy shaped 
pieces of solid chocolate. 

Color: Good. 

Texture: Good. 

Moulding: Good. 

Taste: Good. 

Remarks: A very fine eating chocolate, 
well refined and a good chocolate 
taste. We very seldom come across 
eating chocolate of this kind in the 
United States. The consumer here 
wants a mild, sweet eating chocolate. 

Review—Among the foreign candies 
one can only compare solid choco- 
late bars or fancy shapes as the other 
candies do not compare to the Amer- 
ican made candies. Comparing this 
chocolate to our sweet chocolate 
pieces we can say that only a very 
few manufacturers in the U. S. A. 
make chocolate of this quality. 


GERMANY 


Code 4P 38 


Bitter Chocolate Bar—No Weight— 
No Price 

(Sent in for Analysis—No. 4275) 

Appearance of Bar: Good. Paper wrap- 
per cream color, name and band of 
gold. Inside foil wrapper. 

Size: About the size of our 10c bars. 

Color: Good. 

Gloss: Good. 

Texture: Good. 

Taste: Very good. 

Moulding: Good. 

Remarks: This is the finest piece of 


eating chocolate that the Clinic has 
examined for a long time. Chocolate 
had a good clean chocolate taste and 
very fine finish. We do not find this 
kind of eating chocolate in the United 
States any more as the consumer 
does not want chocolate that has a 
fine true chocolate taste; they want 
a very mild tasting chocolate. Milk 
or light chocolate is in demand and, 
no doubt, will outsell dark chocolate 
in the near future. 

Review: Bitter eating chocolate is not 
very popular in the U. S. A. We 
have some semi-sweet chocolate bars, 
but this bar is far superior to any 
on the American market at 10c. 


HOLLAND 


Code 4W 38 
Milk Chocolate Pastilles—10 oz.— 
No Price 
(Sent in for Analysis—No. 4279.) 

Appearance of Package: Good. 

Box: Round, one layer type board, 
printed in brown, red, gold and blue, 
name in gold, cellulose wrapper. 

Appearance of Box on Opening: Good. 
Chocolate was moulded in round 
pieces. 

Color: Good. 

Gloss: Good. 

Texture: Good. 

Taste: Good. 

Moulding: Good. 

Remarks: This is a very fine eating 
milk chocolate, well refined and had 
a good milk taste. We find very little 
chocolate of this quality in the United 
States. The consumer will not pay 
the price for good eating chocolate. 

Review: This package of milk choco- 
lates was outstanding both in packing 
and quality of chocolate. We find 
very few packages of this kind on 
the American market as the con- 
sumer prefers their chocolate in bar 


shape. 
Code 4X 38 


Chocolate Covered Rumbeans— 
1444 0z.—No Price 
(Sent in for Analysis—No. 4280.) 

Appearance of Package: Good. 

Box: One layer, extension type printed 
blue, brown, yellow and green, cel- 
lulose wrapper. 

Appearance of Box on Opening: Good. 
Piece is a rum cordial dipped in choc- 
olate. 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 
Center—Cordial: Very good. Flavor: 

Very good. 

Remarks: This is the best cordial piece 
that the Clinic has examined in a 
number of years. Center was excep- 
tionally well made and cordial was of 
the best. Candy arrived in fine con- 
dition, not one piece was broken, this 
type of candy is very hard to ship as 
a number of pieces generally break. 

Review: The American consumer does 
not care for cordials of any kind and 
very few are sold. These cordials 
arrived in perfect condition and were 
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some of the best that the Clinic has 
ever examined. 


Code 4S 38 


Lonka Cracks—Retail Price Is 14 
Dutch Cents Per 100 Grams 
(Sent in for Analysis—No. 4307.) 

Appearance of Piece: Good. Printed 
wax paper wrapper. Piece has a choc- 
olate hard candy jacket. 

Jacket: Good. 

Center: Chocolate paste; good. 

Color: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: Piece is well made but fla- 
vor was very cheap, would sell for 
2 for lc in the United States. 

Review: This is an exceptionally fine 
eating hard candy piece, well made 
and good eating. We do not find 
any pieces of this kind on the Amer- 
ican market. 


AUSTRALIA 


Code 7H 38 


Butterscotch—No Weight—About 
2 ozs.—3d 


(Sent in for Analysis.) 

Appearance of Package: Good. Fold- 
ing box, printed in colors; scene of 
a field with cows, cellulose wrapper. 
Four large pieces wrapped in wax 
paper. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: This is well made _ butter- 
scotch and had a good butter taste. 
There is a 5c butterscotch package 
similar to this one on the market in 
the United States; it is very well 
liked and enjoys a large sale. No 
doubt the above package is a good 
seller as it is the best butterscotch 
that the Clinic has examined from 
foreign countries. 

Review: We examined a number of 
butterscotch from foreign countries, 
but this sample was without doubt 
the best one. Most of the foreign 
butterscotch tasted as if a cheap fla- 
vor was used. 


EGYPT 


Code 7J 38 
Chocolate Nougat Bar—No Weight 
or Price—About 2 ozs. 
(Sent in for Analysis.) 

Appearance of Bar: Good. Orange 
printed wrapper, inside wrapper of 
foil. 

Size: Good. 

Coating (Light)—Color: Good. Gloss: 
None. Taste: Fair. 

Center—Texture: Good. Taste: Good. 

Remarks: A good eating bar. This bar 
would sell for 5c in the United 
States. 

Review: This nougat bar was a trifle 
more chewy than the American 
nougat bar and superior to many on 
the America nmarket. 
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Code 8G 38 


Milk Caramels—134 ozs.—5c 


(Purchased in a railroad depot, Bos- 
ton, Mass.) 

Appearance of Package: Good. 

Size: Good. 

Box: Folding box, yellow printed in 
brown. 

Coating (Light)—Color: Good. Gloss: 
None. Taste: Good for a 5c item. 
Center (Vanilla Caramel) — Color: 
Good. Texture: Good. Taste: Good. 
Remarks: This is one of the best 5c 
numbers that the Clinic has examined 
for a long time. Candy is well made 
and good eating for a 5c number. 
Review: This package of caramels was 
neatly put up and the quality was 
exceptionally good for a 5c number. 


Code 81 38 
Spiced Strings—1 Ib.—19c 


(Purchased in a drug store, Chicago, 
Ill.) 

Appearance of Package: Good. Open- 
face tray, green and white cellulose 
wrapper. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 


Remarks: One of the best flavored 
strings that the Clinic has examined 
this year. A neat and attractive 
package. 

Review: Most spiced strings have very 
cheap flavors; these strings had very 
fine flavors and were good eating. 


SWEDEN 


Code 80 38 


Chocolate Panned Filberts—No 
Weight—2 St. 
(Sent in for Analysis—No. 4323.) 

Appearance of Package: Good. Folding 
box, printed in gold and green, cel- 
lulose band end to end. 

Size: Good. 

Contents: Chocolate Panned Filberts. 

Coating (Light)—Color: Good. Gloss: 
None. Panning: Good. Taste: Good. 

Filbert: Good. Well roasted. 

Remarks: These are well made panned 
filberts. Superior to some chocolate 
panned nuts, etc., that are manufac- 
tured in the U.S.A. 

Review: The chocolate pan pieces in 
this country are mostly sold from 
15c to 25c the pound and are of poor 
quality. The coating on these filberts 
had a fine chocolate taste and the 
filberts were well roasted. 


Code 8K 38 
Mint Kisses—1 lb.—25c 


(Purchased in a drug store, Chicago, 
Ill.) 

Sold in bulk; white and green end wax 
wrappers. 

Colors: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: One of the best chewy 


kisses that the Clinic has examined 
this year. Very well made and good 
eating. 

Review: We examine many samples of 
chewy kisses and find most of them 
very cheap eating candy, poor flavor 
and most of them are tough. 


Code 5C 38 


Butter Toffee Bar—1 oz.—5c 
(Sent in for Analysis—No. 4266.) 
Appearance of Bar: Good. Printed cel- 

lulose wrapper. 

Size: Good. 

Coating (Light)—Color: Good. Gloss: 
Good. Taste: Good. 

Center—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: This is a well made butter 
toffee bar, good eating and had a 
good butter taste. , 

Review: We have examined a few 
toffee bars but seldom do we find a 
good one, most all are caramel bars. 
This bar had a real toffee flavor and 
texture was like toffee and not a 
caramel. 


Code 8L 38 


Mint Assortment—14 ozs.—50c 

(Purchased in a drug store, Chicago, 
Til.) 

Appearance of Package: Good. One- 
layer, green, purple and blue printed 
in gold, cellulose wrapper. 

Appearance of Box on Opening: Good. 

Contents: 

Assorted Jellies—Colors: Good. Tex- 
ture: Good. Flavors: Good. 

Assorted Marshmallow Jellies—Colors: 
Good. Texture: Good. Flavors: Good. 

Round Marshmallow Jellies — Colors: 
Good. Texture: Good. Flavors: Good. 

String Jellies—Colors: Good. Texture: 
Good. Flavors: Good. 

Lemon and Orange Slices — Colors: 
Good. Texture: Good. Flavors: 
Good. 

Assorted Gum Drops—Colors: Good. 
Texture: Good. Flavors: Good. 

Licorice Drops — Colors: Good. Tex- 
ture: Good. Flavors: Good. 

Cherries — Colors: Good. Texture: 
Good. Flavors: Good. 

Assortment: Good. 

Remarks: This is the best assortment 
of jellies and gums that the Clinic 
has examined this year. This candy 
is well made, flavors are exception- 
ally good, crystallizing is very well 
done. Pieces had a fine crystal luster. 
This package of candy is cheaply 
priced at 50c for 14 ozs. 

Review: While the price of this pack- 
age is a trifle high for this type of 
box, it was outstanding. A box of 
this kind will sell if the candy is of 
good quality. Quality and packing 
was outstanding. 


Code 9K 38 


Penuchi—2 ozs.—5c 
(Purchased in a retail confectionery 
store, Boston, Mass.) 
Appearance of Bar: Good. Foil wrap- 
per, brown printed band. 
Size: Good. 
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Coating (Dark)—Color: Good. Gloss: 
Fair. Taste: Good. 

Center (Vanilla Fudge)—Color: Good. 
Texture: Good. Taste: Good. 

Remarks: One of the best fudge bars 
that the Clinic has examined this 
year. 

Review: We seldom find a good fudge 
bar; most all have a condensed milk 
taste and if it is chocolate colored it 
tastes like scrap. The quality of 
this bar was of the best. 


Code 9U 38 
Chocolate Nougat Bar—About 


1 oz.—Ilc 
(Sent in for Analysis—No. 4327) 

Appearance of Bar: Good. Printed <el- 
lulose bag. 

Size: Good. 

Coating: Dark; good for a Ic piece. 

Center—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: This is a good eating Ic 
number. Piece is well made and 
should be a good seller. Cellulose 
bag makes a neat and attractive 
wrapper. 

Review: We find many lc _ nougat 
pieces on the market but most all 
are poorly made. This bar is well 
made and of good quality for a lc 
seller. 


Code 9Z 38 


Chocolate Bar—No Weight or Price 

(Sent in for Analysis — No. 4333. — 
Sweden.) 

Appearance of Bar: Good. Inside foil 
wrapper, outside band printed buff, 
red and gold. 

Size: Good. 

Color: Good. 

Texture: Good. 

Moulding: Good. 

Gloss: Good. 

Taste: Good. 

Remarks: One of the finest milk choco- 
late bars that the Clinic has examined 
for some time. Bar had a fine milk 
and chocolate taste, well refined. 
Neat and attractive wrapper. 

Review: We have no idea what the 
price of this bar was, but the quality 
was of the finest. 


Code 9X 38 
Chocolate Fudge Bar—214 ozs.—5c 


{Purchased in a drug 
Wayne, Ind.) 

Appearance of Bar: Good. Printed foil 
wrapper. 

Size: Good. 

Coating (Light)—Color: Good. Gloss: 
Good. Taste: Good. 

Center (Chocolate Nut Fudge)—Color: 
Good. Texture: Good. Taste: Good. 

Remarks: This is the best chocolate 
nut fudge bar that the Clinic has ex- 
amined this year. Fudge is well made, 
has a good chocolate taste and coat- 
ing is good for a 5c bar. Most fudge 
bars are either hard or dry and many 
taste as if scrap were used. 

Review: We can not say any more 
about this bar than we have said in 
the “Remarks.” 


store, Fort 
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Code 9R 38 


Brazil Nut Bar—1¥ ozs.—5c 


(Purchased at a cigar store, San Fran- 
cisco, Calif.) 

Appearance of Bar: Good. Foil wrap- 
per, printed white and maroon. 

Size: Good. 

Coating (Light)—Color: Good. Gloss: 
Fair. Taste: Good for a 5c bar. 
Center (Vanilla Caramel and Brazils) 
—Color: Good. Texture: Good. 

Taste: Good. 

Remarks: This is a well made caramel 
nut bar. Most bars of this kind 
have a strong condensed milk taste 
and hardly any nuts are used. This 
bar had a good amount of nuts and 
caramel had a good cream taste. 
One of the best bars of its kind that 
the Clinic has examined for some 
time. 

Review: This bar was outstanding and 
we can say no more than we have 
in the “Remarks.” 


Code 9M 38 

Assorted Molasses Candies—1 Ib.— 

39c 

(Purchased in a drug store, Boston, 
Mass.) 

Appearance of Package: Good. 

Box: One layer white, printed in gold 
and brown. 

Appearance of Box on Opening: Good. 

Assortment — Coconut and Caramel 
Finger: Good. Vanilla and Molasses 
Coconut Square: Good. Molasses 
Coconut Paste: Good. Foiled 
Wrapped Molasses Paste: Good. 
Molasses Coconut Straps: Good. 
Molasses Peppermint Chews: Good. 
Molasses Coconut Bonbon: Good. 

Assortment: Too small. 

Remarks: The idea of molasses assort- 
ment is very good and most every- 
body likes molasses coconut, but the 
assortment contained too many of 
the same pieces. Suggest some of 
the following pieces be added to the 
present assortment: Molasses coco- 
nut with some well roasted peanuts; 
a piece flavored with lemon; a piece 
with a caramel center; a piece with 
black walnuts; a piece with dates or 
pineapple pieces; a piece with a good 
bittersweet chocolate. Also a few 
hard pieces for the cold weather, as 
follows: Lemon coconut taffy, a chip 
coconut kiss or a finger shaped coco- 
nut blossom. This box should be a 
good seller if the assortment is im- 
proved. Suggest a brown wax layer 
be used on top of the candy as the 
present glassine layer stuck to the 
candy. 

Review: As far as the Clinic knows 
this is the only box of its kind on 
the market; with a few different 
added pieces this box should go 
places during the cool weather. 


Code 9N 38 


Assorted Summer Candies— 
1 lb.—60c 
(Sent in for Analysis—No. 4325.) 
Appearance of Package: Good. 
Size: Good. 


Box: Round flowered paper box, two 
layers, printed in pink and blue. 

Appearance of Box on Opening: Good. 

Contents: 

Crystallized Marshmallow Jellies — 
Color: Good. Texture: Good. Fla- 
vor: Good. 

Wrapped Vanilla Caramels — Color: 
Good. Texture: Good. Taste: Good. 

Crystallized Cream Wafers & Rings— 
Color: Good. Texture: Good. Fla- 
vors: Good. 

Crystallized Bon Bons—Color: Good. 
Texture: Good. Flavor, Good. 

Jelly Strawberry: Good. 

Jelly Apricot: Good. 

Wrapped Nut Nougats: Good. 

Panned Cashew Nuts: Good. 

Crystallized Jelly Patties—Color: Good. 
Texture: Good. Flavors: Good. 

Assorted Gum Drops—Colors: Good. 
Texture: Good. Flavors: Good. 

Assortment: Good. 

Remarks: One of the best summer as- 
sortments that the Clinic has ex- 
amined this year. Candy is well 
made, workmanship was of the best 
and good flavors were used in all 
pieces. Box was neatly packed and 
is cheaply priced at 60c the pound. 
We would suggest a few wrapped 
toffees be added to the assortment. 

Review: This box is outstanding for 
a Summer box. It takes consider- 
able care and well made candies to 
put out a box of this kind that will 
stand up during the hot weather. 


Code 10A 38 


Chocolate Nougat Bar—2' ozs.— 

5c 

(Purchased in a cigar store, Boston, 
Mass.) 

Appearance of Bar: Good. 
white glassine wrapper. 

Size: Good. 

Coating—Color: Good. 
Taste: Good. 

Center: Light chocolate nougat and 
nuts.—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: It is a pleasure to examine 
candy made by this house. The 
quality is always good and all the 
bars put out by this house are well 
made and good eating. 

Review: The Clinic has examined 
about twenty bars of this kind made 
by other manufacturers but none can 
compare with the original bar. This 
bar has been made by this house for 
some time and the quality and work- 
manship are always the best. 


Code 10L 38 


Chocolate Cream Peppermints—312 


Printed 


Gloss: Good. 


ozs.—10c 

(Purchased in a railroad depot, Boston, 
Mass.) 

Appearance of Package: Good. One 
layer box, green, printed in blue. 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Center—Color: Good. Texture: Good. 
Flavor: Good. 

Remarks: This is the best 10c box of 
chocolate peppermints that the Clinic 
has examined this year. Candy is 
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well made and cheaply priced at 10c. 

Review: These peppermints were out- 
standing; coating and center were of 
good quality. Neatly packed and an 
attractive 0c seller. 


Code 10C 38 
Assorted Chocolates—2 !b.—25c 


(Purchased in a drug store, N. Y. C.) 

Box: One layer, white printed in blue, 
cellulose wrapper. 

Appearance of Box on Opening: Good. 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Centers—Nut Nougat: Good. Vanilla 
Marshmallow: Fair. Mint Jelly and 
Cream: Good. Nut Taffy: Good. 
Brazil: Good. Molasses Plantation: 
Good. Hard Candy: Good. Red 
Jelly: Could not identify flavor. 
Pistachio Cream: Good. Chocolate 
Fudge: Good. Pignola Taffy: Good. 
Orange Cream: Good. Lemon 
Cream: Rancid. Vanilla Nut Cara- 
mel: Good. Coconut Caramel: Good. 
Pecan: Good. Ginger: Good. Choco- 
late Hard Candy: Good. Butter- 
scotch: Good. Raisins: Good. Fil- 
bert Cluster: Good. 

Assortment: Good. 

Remarks: This is the best 25c box of 
its kind that the Clinic has examined 
this year. Suggest the red jelly and 
Pistachio cream be left out of the 
box as these pieces are not good 
eating. 

Review: We found a few bad pieces 
in this box that may be overlooked. 
At the price of 25c the half pound, 
we find it the best box of chocolates. 
Assortment was large and centers 
were well made. 


Code 10P 38 


Miniature Chocolates—4 ozs.—25c 


(Purchased in a railroad depot, Boston, 
Mass.) 


Appearance of Package: Good. One 
layer, extension box, gold printed in 
red and black, cellulose wrapper. 

Appearance of Box on Opening: Good. 
18 dark coated pieces, 4 light coated 
pieces. 

Coatings (Good) — Colors: Good. 
Gloss: Good. Strings: Good. Taste: 
Good. 

Centers (Dark coated)—Wintergreen 
Cream: Good. Lime Jelly: Good. 
Butterscotch: Good. Vanilla Cara- 
mel: Good. Gum Drop: Could not 
identify flavor. Fig: Good. Vanilla 
Coconut Cream: Good. Vanilla 
Cream: Good. Maple Cream: Cream, 
good; flavor, poor. Walnut Piece: 
Good. Molasses Plantation: Good. 
Orange Cream: Good. Butterscotch: 
Good. Raspberry Cream: Good. 
Cashew Nut: Good. Pecan: Good. 
Peppermint Cream: Good. 

Centers (Milk coated) — Molasses 
Sponge: Good. Butter Taffy, Good. 
Vanilla Chew: Good. 

Remarks: This is the best 25c, 4 oz. 
box examined by the Clinic this 
year. Well made and neatly packed. 

Review: This is a “Bang Up” box of 
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miniature chocolates. There are a 
number of 25c boxes of miniature 
chocolates on the market but these 
chocolates were well made; coating 
and centers were of good quality. 
Box was neat and attractive. 


Code 11C 38 
Molasses Chew—5 for Ic 


(Purchased in a confectionery store, 
Boston, Mass.) 

Appearance of Pieces: Good. Pieces 
wrapped in printed wax paper. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: This is one of the best Ic 
pieces the Clinic has examined this 
year. 

Review: Candy is cheaply priced and 
was good eating for a lc seller. 


Code 11E 38 


Peanut Bar—About 1 oz.—ic 

(Purchased at a news stand, Boston, 
Mass.) 

Appearance of Bar: Good. Inside wax 
wrapper, outside paper band printed 
in yellow and blue. 

Size: Good. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: The best lc peanut bar on 
the market. Had a good taste and 
peanuts were well roasted. 

Review: We examine a number of 
Peanut bars priced at 1 & 5c each 
during the year, but this bar was 
outstanding. A quality bar at lc. 


Code 11Q 38 


Licorice Strings—¥g oz.—1c 

(Purchased in a chain store, New York 
City.) 

Box: Folding, red, printed in white. 

Licorice—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: This is the best Ic licorice 
package that the Clinic has examined 
this year. 

Review: Licorice candies are coming 
back again; we examined a large 
number of samples the past year. 
Many so-called Licorice pieces are 
black candy flavored with Anise. 
This Licorice candy had a good 
Licorice taste and was cheaply priced 


at lc. 
Code 11H 38 


Chocolate Panned Fruit and 
Nuts—1 lb.—39c 
(Purchased in a department store, Chi- 

cago, Ill.) 

Sold in bulk. 

Coating (Light)—Color: Good. Gloss: 
Good. Panning: Good. Taste: Good. 

Centers—Malted Milk Balls: Good. 
Figs: Good. Almonds: Good. Wal- 
nuts: Good. Cashews Good. Jelly: 
Fair. 

Remarks: This is the best chocolate 
panned assortment that the Clinic 
has examined this year. 

Review: There are a large number of 


chocolate panned goods on the mar- 
ket but very few are up to standard. 
This assortment was well made, 
coating had a good chocolate taste 
and centers were well made. 


Code 11R 38 


Milk Chocolate and Peanut Bar— 
17/32 oz.—Ilc 

(Purchased in a chain store, New York 
City.) 

Appearance of Bar: Good for a lc 
seller. Inside wrapper of white pa- 
per, outside band of yellow paper 
printed in red and blue. 

Color: Good. 

Gloss: Good. 

Moulding: Good. 

Taste: Good. 

Peanuts: Well roasted. 

Remarks: This is the best bar of its 
kind the Clinic has examined this 
year. 

Review: We have examined this bar a 
number of times and always find it 
good. The quality is outstanding for 
a le number. 


Code 11V 38 


Milk Chocolate Toffee— 
144 ozs.—5c 

(Purchased in a drug store, Boston 
Mass.) 

Appearance of Package: Good; 8 pieces 
wrapped in gold foil, outside band of 
brown paper printed in red and buff. 

Coating: Good for a 5c number. 

Center—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: This is a new 5c number on 
the market. Piece is well made and 
good eating. Coating is good and 
center is a good eating toffee. Neat- 
ly put up and should be a good 5c 
seller. 

Review: This piece is different being 
made on a shell machine, it eats 
different than a dipped piece. If the 
quality of the center and coating are 
maintained this piece should “go 
places” at 5c. 


Code 11A 38 


Molasses Peppermint Stick— 
About 1 0z.—Ilc 


(Purchased in a retail candy store, 
Boston, Mass.) 

Appearance of Stick: Good. Printed 
wax wrapper. 

Size: Good. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Stripes: Good. 


Remarks: This piece is one of the old- 
est on the market, good eating and 
has a good peppermint flavor for a lc 
piece. 

Review: We seldom have a chance to 
examine a molasses peppermint stick 
as very few are to be found on the 
candy counters today. Some years 
ago this type of candy was very pop- 
ular. Piece was exceptionally good 
for a lc seller. 
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MACHINERY FOR SALE 


MACHINERY FOR SALE 





FOR SALE AT A BARGAIN: One 

brand new Jones Cartoner, and one 
Redington Combination Cartoning and 
cellophaning machine which cartons 
and wraps in one operation. Size of 
cartons—3 11/16x 3 3/16x9/16. O. 
E. Segrin, P. O. Box 505, Trenton, 
New Jersey. 





FOR SALE—24” N. E. Chain Deco- 

rator. Model “KD” Package Ma- 
chinery Kiss Wrapper. Also Model 
ay 

1,000 Ib. Werner Syrup Cooler. 
Vacuum Type. 

Ideal Caramel Wrappers, 34”x34”, 


R"x1K”, 1’x1” and 4”x1"%”. 
Hildreth Double Arm _ Puller, 


Motor Drive. 

Many other items. All rebuilt and 
guaranteed. Savage Bros. Co., 2636 
Gladys Avenue, Chicago, IIl. 





FOR SALE: Machinery. 2 large 

size Holmberg pans, one polisher 
and one revolving with Steam Coil. 
2 large size Savage pans, one revolv- 
ing and one polisher all in good con- 
dition. 1 Werner Ball Machine in 
excellent condition used only few 
months with 2 sets of rolls. 1 Sterling 
12 ton ice machine used only a fev 
months. 1 No. 149 Racine Caramel 
cutter; 1 Candy Sizer. Candy Bros. 
Mfg. Co., Inc., St. Louis, Mo. 





FOR SALE: COMPLETE 
Starch Department and other equip- 
ment, consisting of 7,000 standard size 
starch trays, filled with starch; Wood 
Mogul with Pump Bars; Baltimore 
Sugar Sander; Wolf Starch condi- 
tioner and Cleaner ; 50 gal. cap. tilting 
kettles, steam jacketed; 30 gal. cap. 
steam jacketed kettles; 150 gal. Gum 
Kettles; 50 gal. Cream Breaker; 40 
gal. tilting Caramel Kettle; 16 inch 
National Equipment Enrober and Bot- 
tomer ; Chocolate Melter ; Mills Nougat 
Cutter ; Hobart Gum Grinder; 15 inch 
Nougat Jap Cutter, 100 Ib. cap. ; Burk- 
hard Vacuum Pan, 50 gal. Kettles, 
steamjacketed ; Steel Batch Spinners; 
Ideal Wrapper; Coolers, 3 x 8 and 
4 x 5, Gas Stoves, and other equipment. 
No reasonable offers refused. Address 
D-43812, % The Manufacturing Con- 
fectioner Publishing Company, 400 W. 
Madison Street, Chicago, Illinois. 
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MACHINERY FOR SALE: Two 2 

cylinder York Ice Machines; 1 3x3 
inch, 3 ton capacity, 1 5x5 inch 5 ton 
capacity. Both with ammonia receiv- 
ers in fine condition. Have installed 
larger machines. Can be bought very 
cheap. Address Herz Candy Com- 
pany, 512 Locust Street, St. Louis, 
Missouri. 


MACHINERY FOR SALE: One 

(1) Lichtenberg Plastic Machine, 
with sizer and cooling conveyor, in- 
cluding one set of dies. Brand new 
machine. A few Model K Kiss Ma- 
chines with variable speeds. Will sell 
at a bargain price. Address H8385, 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 


FOR SALE: Racine pop machine 

with moulds. Four ton ice machine. 
Long Crispette machine. Savage 
Papoose marshmallow beater. Open 
fire kettle for brittle work. Gas fur- 
nace with blower. Hard candy tables 
with metal tops. Sucker sticks. Al 
condition. Priced to sell. H. L. Feld- 
man, 2500 West 25th Street, Cleve- 


tand, Ohio. 


FOR SALE: BAUSMAN ENROB- 

er Decorator, 24 inch size, makes 
imitation hand-strings automatically; 1 
Jausman Chocolate Refiner, with 2 
Chocolate Mixing Kettles connected ; 
Savage Papoose No. 2 Mod. F. 
Marshmallow Beater; Rose Twist and 
Wrapping Machine, capacity 750 
pieces per minute, rectangular shape. 
Chase Candy Company, St. Joseph, 
Missouri. 


FOR SALE AT BARGAIN: 1 Huhn 

Dryer and Cooler in perfect condi- 
tion. $4,000.00. Address G7387, % 
The Manufacturing Confectioner Pub- 
lishing Co., 400 W. Madison St., Chi- 
cago, Ill. 

















FOR SALE: Small revolving coat- 

ing pan, with motor attached to it. 
Capacity 15 Ibs. Never been used. 
Will sell for almost half its price. 
Charms Pharmacy, Bloomfield, New 
Jersey. 


MACHINERY FOR SALE: Greer 

Chocolate Cooling and Packing 
Conveyor Table. Plaque system. 
Bargain price. Brecht Candy Com- 
pany, Denver, Colo. 





MACHINERY FOR SALE. 


STEAM BATCH WARMERS, Nut- 

picking Machine, Time Clocks, 
Scales, Display Jars, Display Racks, 
etc. L. C. Blunt, 1647 Blake St., Den- 
ver, Colo. 





MACHINERY FOR SALE: For sale 
Bunn tying machine. Cross way and 
single combination. In perfect condi- 
tion. Harry L. Diamond, 1411 S. 
Michigan Avenue, Chicago, Illinois. 


MACHINERY FOR SALE: 4 H. P. 

Gas Fired Vertical McKee Boiler, 
High Pressure with pressure con- 
trol. W & F Mfg. Co., Inc., 128 
Lakeview, Buffalo, N. Y. 














FOR SALE: At once, 6 water-cooled 
steel slabs. Can be connected for 
steam as well. These slabs are priced 
very low for quick sale. Address 
19387, % The Manufacturing Confec- 
tioner Publishing Company, 400 W. 
Madison Street, Chicago, Illinois. 


FOR SALE: BAINBRIDGE cut roll 

center maker in A-1_ condition. 
Cheap. Totowa Candy Kitchen, 11 
Church Street, Paterson, New Jersey. 











MACHINERY WANTED 





WANTED: 150 gallon high pressure 

copper kettle with agitator, One 
horsepower high pressure boiler. Ad- 
dress H8383, % The Manufacturing 
Confectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 


WANTED: Glassine bag filler. Pop- 
corn and nuts, five bar wrapping 
machine, steam jacket stirring kettle. 








Van Fleet, Pecon Grove, Derry, 
Louisiana. 
WANTED: 16” or 24” Enrober, 


Friend hand roll machine, wrapping 
machine for 5c bar. State model num- 
ber. Lowest cash price in first let- 
ter. Address H83816, % The Manu- 
facturing Confectioner Publishing 
Company, 400 W. Madison Street, 
Chicago, Illinois. 





WANTED TO BUY: Foregrove 

Foiling Machine, 15 outlet pump for 
standard automatic wood mogul. State 
age, condition and lowest cash price. 
Send list of other machinery. No deal- 
ers. O. E. Segrin, P. O. Box 505, 
Trenton, New Jersey. 
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HELP WANTED 





HELP WANTED: Chocolate dip- 

per and caramel cutter and wrap- 
per. Must be experienced. Address 
K11388, % The Manufacturing Con- 
fectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 





HELP WANTED: Superintendent 

wanted for plant in the East. Manu- 
facturing popular priced bulk goods. 
State experience as far back as pos- 
sible, age, and salary expected. Ad- 
dress H83812, % The Manufacturing 
Confectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 





HELP WANTED: Cost Clerk. A 
young man who is experienced in 
figuring candy costs. Excellent op- 
portunity for a man with ability and 
experience. Address Sweet Candy 
Company, Salt Lake City, Utah. 


POSITIONS WANTED 


FOOD PRODUCTS EXECUTIVE: 

With an unusual net profit record 
and a diversified experience seldom 
available, seeks responsible position. 
Particularly qualified in General Man- 
agement, Sales and Marketing—Fac- 
tory Operations. Thoroughly under- 
stand organization policies and a con- 
genial worker with associates. Moder- 
ate salary with opportunity. Now em- 
ployed. Address L12386 % The 
Manufacturing Confectioner Publish- 
ing Company, 400 W. Madison Street, 
Chicago, Illinois. 











Official Bulletin 


of the 
International Office 
for 
Cocoa and Chocolate 


69 rue Ducale 
Brussels, Belgium 





Annual Subscription 
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POSITIONS WANTED 

SITUATION WANTED: Practica! 

candy maker, now employed as a 
working superintendent in plant man- 
ufacturing a line for the jobbing trade. 
I am a man in the prime of life, have 
a broad experience in the manufacture 
of candy. Used to volume production 
of popular priced lines. A clear think- 
ing, wide awake and hard working 
man open to any reasonable offer of 
permanent work. Wish to contact a 
firm by Dec. 24. If making any change 
in your organization would appreciate 
an interview. I am located within two 
hours of Chicago. Address L12384 % 
The Manufacturing Confectioner Pub- 
lishing Company, 400 W. Madison 
Street, Chicago, Illinois. 
POSITION WANTED: Experienced 

working foreman. Capable man with 
broad experience, specializing in high 
grade cream centers, marshmallow, 
gum and crystalize work, and also 
bulk goods. Have own formulas and 
acquainted with modern phases of 
manufacturing and production output 
and can give the best of references. 
Address L12381 % The Manufactur- 
ing Confectioner Publishing Company, 
400 W. Madison Street, Chicago, IIli- 
nois. 
SITUATION WANTED: Practical 

candy maker, family man, non 
drinker. Experienced on fine assort- 
ment of chocolates, bon bons and gen- 
eral line for the better retail trade. 
Desire connection with live retail man- 
ufacturer. Individual store, depart- 
ment of small chain. Would consider 
operating shop on my own. Any lo- 
cality. Available at once. Address 
L12382 % The Manufacturing Con- 
fectioner Publishing Company, 400 W 
Madison Street, Chicago, Illinois. 





POSITION WANTED: First-class 

Pan-man. Twenty-seven years of 
practical experience in all angles of 
Pan work. Also chocolate, tablet and 
ball gum coater. With creative, initi- 
ative and managerial ability. Family 
man in west. Seeks large Pan De- 
partment with incentive proposition. 
Address L12383 % The Manufactur- 
ing Confectioner Publishing Company, 
400 W. Madison Street, Chicago, IIli- 
nois. 


POSITIONS WANTED 


POSITION WANTED: As superin- 

tendent or assistant superintendent 
by an aggressive candy man with 20 
years’ experience, study and hard work 
in large wholesale and retail plants. 
Familiar with modern machinery, pro- 
duction methods and manufacturing 
costs. I have been successful in gain- 
ing the respect, cooperation and good 
will of the employees who have worked 
under me. I can work out new items, 
ideas, and can systematize your plant 
for lower production cost. American, 
35 years of age, best of reference, will- 
ing to go anywhere. Address E5383 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





POSITION WANTED: Capable 


candy maker. Familiar with all 
kinds of machinery. Specializes in 
cherries, creams and chewy pieces. 


Prefer position in vicinity of Chicago. 
Experience in retail and wholesale. Ad- 
dress F6386, % The Manufacturing 
Confectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 





POSITION WANTED: A-1 En- 
rober Operator and Chocolate Room 
Foreman. Thoroughly experienced. 
23 years in the chocolate department. 
Handle help efficiently. Address 
H83811, % The Manufacturing Con- 
fectioner Publishing Company, 400 W. 
Madison Street, Chicago, Illinois. 





POSITION WANTED: A-1 ALL 

around candy maker—wholesale or 
retail. Capable of superintendent or 
foreman job. 25 years in candy, 15 
years handling help. Married. Can 
give the best of references. Address 
F6383, % The Manufacturing Con- 
fectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 


POSITION WANTED: Practical. 

Twenty-two years experience with 
large concerns, general line, accurate 
costs. Accustomed to large produc- 
tion of quality goods. Capable of 
handling help. 40 years of age. Best 
of references. Address H8386, % The 
Manufacturing Confectioner Publish- 
ing Company, 400 W. Madison Street, 
Chicago, Illinois. 
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THIS 


MOULDING DEPARTMENT 


National Equipment Fully Automatic Steel 
Mogul. 

National Equipment Fully Automatic Wood 
Mogul, type AD. 

Merrow Cut Roll Machines. 

Baltimore Sugar Sander. 

National and Racine Depositors for Cream 
and Cocoanut Slugs. 

National Simplex Starch Bucks. 


CREAM DEPARTMENT 


National Equipment and Werner 600 and 
1.000-lb. capacity Syrup Coolers and 
Cream Beaters. 

Dayton type Cream Beaters, 5-ft., belt and 
motor driven. 


Cream Breakers, 25-gal., 50-gal. capacity 
Springfield, Werner, Baum and Burk- 
hard. 


MARSHMALLOW, CARAMEL, 
NOUGAT DEPTS. 


2—Savage 150-lb. capacity Marshmallow 
Beaters. 
Werner 150-lb. capacity. double action 


Marshmallow Beater. 

Hobart and Read Marshmallow Whippers, 
80-qt.. motor driven. 

Ideal Factory Model Caramel Cutting and 
Wrapping Machines, sizes 3-in., 7%-in., 
l-in. and 1%-in. x %-in. 

Caramel Cutter. 2-way, automatic, Mills. 

Mills Patent Jap Cutting Machine, with 
sanding attchments. 


CHOCOLATE COATING DEPT. 


32-in. Enrobers, National Equipment, Auto- 
matic Temperature Control, directly 
motor driven—Anti-tailing Devices—32-in. 
Bottoming Attachment, Cooling Table— 
22-in. National Cold Box and Packing 
Table. 

32-in. Greer Coater, directly motor driven, 
with Bottoming Attachment Cooling 
Table. Cold Box and Packing Table. 

32-in. National Equipment Coater, motor 
driven. with Automatic Temperature Con- 
trol. Bottomer, Automatic Feeder. 32-in. 
Kihlgren Stoker, National Cold Box and 
Packing Table: also 24-in. Coaters. 

32-in. Universal Chocolate Coaters with at- 
tachments. 

24-in. National Coater with attachments. 

National Equipment 16-in. Enrobers, com- 
plete. 

Racine Depositor, with cooling tunnel and 
conveyor with metal belt. 

Wolfe Peanut Coating Machine with Con- 
veyor. 

Walters Basket Dipping Machine. 

National Equipment Chocolate Melters. 150, 
300, 500, 1.000 and 2,000-lb. capacities, 
belt and motor driven. 

Werner Chocolate Melters, 100, 200 and 500- 
lb. capacities. 


STEAM JACKETED KETTLES 


500-gal. Single Action Gum Mixing Kettle. 

250-gal. and 300-gal. Single Action Gum 
Mixing Kettles. 

200-gal. capacity Holmberg Mixing Ke*tle. 

Steam-jacketed Cooking and Mixing Ket- 
tles, all types and sizes. 


1S ONLY A PARTIAL LIST 


HARD CANDY DEPT. 


Berton Continuous Hard Candy Outfit with 
Automatic Batch Roller, Heated Sizer, 
Cooling Conveyor and with assorted dies 
for making 2 variety of eighteen differ- 
ent kinds of plastic pieces. 

Gaebel Continuous Automatic Plastic Hard 
Candy Outfit with Automatic Batch 
Roller, Heated Sizer, Plastic Cutter with 
all Chains and Cooling Conveyor. 

Werner Fully Automatic Ball Machine, 
with Sizer and two sets of rollers. 

Frankoma Automatic Ball Machine, com- 
plete with sizer, cooling conveyor, shaker, 
nine extra sizers and two sets of form 
chains for hard candy balls and five for 
one cent beer barrels. 

National Equipment Continuous 
with pre-cooking Kettles. 

Simplex Steam and Gas Vacuum Cookers. 

Model KH Long Salt Water Taffy Machine, 
with motor. 

Package Machinery Model K Kiss Machines 
with motors. 

Racine Duplex type Sucker Machine with 
24-ft. conveyor and cooler. 

Racine Model M and Model H Die Poo 
Machines. motor driven, complete with 
cooling drum and with golf ball 

Racine Continuous Cutting Machine with 
24-ft. conveyor. 

Brach Machine with 4-ft. convevor. 

Mills, high speed. Drop Machine, 6-in. x 
8-in. rollers. Also 4-in. x 7-in. and 2%- 
in. x 6-in. machine. 

Hildreth Pulling Machines, Style No. 3 and 
4. 100 and 200-lb. capacity, belt or motor 
driven. 

York Batch Rollers, 6-ft. 
sizes. 


Cooker 


7-ft., and 8-ft. 


SEND FOR OUR LATEST CATALOGUE 
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POSITIONS WANTED 





POSITION WANTED: Working 

foreman in Pan Department. Fif- 
teen years’ experience as foreman 
for well known concern. Can do any 
kind pan work, hot, cold, chocolate 
and finishing. Will give the best of 
references. Address K11381, % The 
Manufacturing Confectioner Publish- 
ing Company, 400 W. Madison Street, 
Chicago, Illinois. 


POSITION WANTED: A-1 enrober 

operator and chocolate foreman. 
Thoroughly experienced. 25 years in 
chocolate department. Handle hand 
dipped and enrober stroke. Have 
been in charge of several large de- 
partments. Can give best reference. 
Address J103810, % The Manu- 
facturing Confectioner Publishing 
Company, 400 W. Madison Street, 
Chicago, Illinois. 


POSITION WANTED: A position 

as superintendent. Thoroughly ex- 
perienced. Have been connected with 
some of the largest plants east and 
west, employed at present, but wish to 
make a change. Have executive abil- 
ity, and the best of references. Will- 
ing to locate anywhere in United 
States or Canada. Address 19384, % 
The Manufacturing Confectioner Pub- 











lishing Company, 400 W. Madison 
Street, Chicago, Illinois. 
POSITION WANTED:  Superin- 


tendent. Capable man with broad 
experience covering all angles of candy 
making. Expert on cost. Sixteen 
years as superintendent of large fac- 
tory. Can handle help efficiently. Ad- 
dress J10382, % The Manufacturing 
Confectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 





POSITION WANTED: Versatile 

young man, 25 years of age, married. 
Born in confectionery trade. Assist- 
ant foreman, seven years. Practical 
experience in all phases of pan work, 
cold pan, hot pan and polishing. Ex- 
pert on handling soft jellie centers. 
Can produce with % the labor of other 
houses. A talented draftsman, prac- 
tical experience in drawing and design- 
ing conveyors, steamers and other la- 
bor saving equipment. Address 19386, 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 
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POSITION WANTED: As superin- 

tendent or assistant superintendent. 
Practical candy man at present em- 
ployed desires a change. Well versed 
in all branches of the industry. Have 
had charge of manufacturing and the 
production end of it for years. Can 
also figure costs. In other words take 
complete charge of the factory. Have 
had over 30 years experience. Can 
handle help efficiently and originate 
and produce many new items. Amer- 
ican and married. Would like a posi- 
tion which is permanent and has a 
future so I could devote all my time 
and give all my knowledge and experi- 
ence to the firm employing me. Can 
give good references. Address 193810, 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Mad- 
ison Street, Chicago, Illinois. 


POSITION WANTED: — Superin- 
tendent available January 1 or be- 
fore with a fine reputation for produc- 
ing quality goods, experienced both in 
retail and wholesale plants. Have had 
practical experience in every depart- 
ment and all phases of merchandising. 
Have had full charge of all manufac- 
turing and personnel, packing and 
shipping. Can develop new pieces and 
quality goods at minimum cost. Will 
consider only quality house. Address 
J10389 % The Manufacturing Confec- 
tioner Publishing Company, 400 W. 
Madison Street, Chicago, Illinois. 


POSITION WANTED: 

maker or foreman. 30 years’ ex- 
perience. American, Married. Have 
very good formulas, coconut, nougat, 
caramel, fudge, nut candies and gen- 
eral line of slab goods. Use to large 
production and machinery. Available 
at once. Will go anywhere, best of 
references. Address H83815, % The 
Manufacturing Confectioner Publish- 
ing Company, 400 W. Madison Street, 
Chicago, Illinois. 


POSITION WANTED: Superin- 

tendent with 20 years’ experience 
in High Class Package Line, Gums, 
Jellies, 5c items and Bar Goods. 
Know cost and stock control. Cre- 
ate New Items. Handle help effi- 
ciently. Address F-63810, % The 
Manufacturing Confectioner Pub- 
lishing Company, 400 West Madi- 
son Street, Chicago, III. 








Candy 








POSITION WANTED: Plant Su- 


perintendent. Practical candy man, 


at present employed, desires change. 
Well versed in all branches of candy 
manufacture and production ability to 
develop the utmost from your pres- 
ent set-up as well as originate new 
ideas or items. Can handle help effi- 
ciently and work with sales depart- 
ment effectively. Have been con- 
nected with only three outstanding 
firms in twenty years. Would ap- 
preciate hearing from those who have 
a real opportunity open. Age 38. 
Address I-9537, care The Manufac- 
turing Confectioner Publishing Com- 
pany, 400 W. Madison Street, Chi- 
cago, Illinois. 


POSITION WANTED: First class 

all around candy maker. Capable 
foreman. Thoroughly versed in all 
lines of wholesale or retail. Have 
very good, late formulas and can orig- 
inate new and seasonal items. Accus- 
tomed to large scale production of 
counter goods, chain store items, penny, 
bar and bulk goods in all price classes. 
American. Sober, industrious. Mar- 
ried. Also well informed in the man- 
ufacture of chocolate from the bean 
and enrober operation. Will go any- 
where. Address 19385, % The Man- 
ufacturing Confectioner Publishing 
Company, 400 W. Madison Street, 
Chicago, Illinois. 


POSITION WANTED: Experienced 
candy department and soda fountain 
buyer desires position with large de- 
partment store, preferably in the cen- 
tral states. Will go anywhere. 15 
years experience as candy maker and 
fountain supply man. Also 12 years 
department store merchandising and 
buying. Married. Sober habits. Can 
furnish best of references. Address 
193812, % The Manufacturing Con- 
fectioner Publishing Company, 400 W. 
Madison Street, Chicago, Illinois. 


POSITION WANTED: § Superin- 

tendent, 25 years experience making 
general line of candies, bottle, bulk 
and package. Can organize for pro- 
duction, handle cost accounting, buying 
and supervise maintenance and power. 
Understand installation and expansion, 
refrigeration and air conditioning. Ad- 
dress 19381, % The Manufacturing 
Confectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 
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POSITIONS WANTED 


LINES WANTED 


MISCELLANEOUS 





POSITION WANTED: Experienced 
candy maker and decorator. 25 
years experience. Desires position in 
the West or Middle West. Know 
latest styles and confections. Address 
19389, % The Manufacturing Confec- 
tioner Publishing Company, 400 W. 
Madison Street, Chicago, Illinois. 








SALES REPRESENTATIVES 


HAVE YOU A GOOD LINE for 

Illinois which will not conflict with 
my popular penny-goods connection ? 
May be a toy, gum, novelty or spe- 
cialty item. Let me know now for the 
coming year. Experienced, aggressive 
and college trained. Address J10383, 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





SALESMEN WANTED: In addition 

to our wonderful fudge specialties, 
we are manufacturing two good choco- 
late numbers. Live commission men 
will make some real money on our 
line. The Max Glick Company, Cleve- 
land, Ohio. 


WANTED: SALESMAN to sell high 

grade line of chocolate coatings, co- 
coas, and specialty items for Middle 
West territory. Man with experience 
preferred. Write stating age, and ex- 
perience. Must have A-1 references. 
Address L12385 % The Manufactur- 
ing Confectioner Publishing Company, 
400 W. Madison Street, Chicago, IlIli- 


nois. 


SALES REPRESENTATIVE: Es- 

tablished candy manufacturer con- 
sidering applications from experienced 
salesmen to sell quality package and 
bulk line to retail trade in Ohio, Mich- 
igan, Western Pennsylvania and West- 
ern Virginia. State full information 
in first letter. Address K11383, % 
The Manufacturing Confectioner Pub- 
lishing Company, 400 W. Madison 
Street, Chicago, Illinois. 











WANTED: Well rated, old time Chi- 

cago manufacturer wants salesman 
on commission basis with drawing ac- 
count or broker on pure commission 
basis for eastern territory with head- 
quarters in Baltimore. Address 193811, 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 


YOU MANUFACTURE ... WE 

WILL BUY FOR CASH and dis- 
tribute nationally, a good popular 
priced Grocery and Drug store prod- 
uct packaged under our brand. We 
now do a national business and want 
companion products. Correspond with 
Dept. “O.” Address J10384, % The 
Manufacturing Confectioner Publish- 
ing Company, 400 W. Madison Street, 
Chicago, Illinois. 








MISCELLANEOUS 





FOR SALE: CANDY FACTORY, 

Col. Atlanta. Outstanding candy 
factory offered at sacrifice. 25 years 
in business. Modern equipment for 
fine box or general line. Splendid 
sales and manufacturing force. Will 
sell or lease all or 51% of going busi- 
ness and modern brick, sprinklered 
building and equipment to experi- 
enced operators. 55,000 sq. feet. 75 
ton Carrier Air Conditioner, steam 
boilers, 24 in. enrobers, moguls, etc. 
Address 19388, % The Manufacturing 
Confectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 





BUSINESS OPPORTUNITY: Will 

consolidate, sell, or accept satisfac- 
tory partner with some capital. Have 
wonderfully equipped factory and no 
debt. Write to Max Glick % The 
Max Glick Company, Cleveland, Ohio. 








LINES WANTED 





OPEN FOR LINES, covering Min- 

nesota, Wisconsin, Southern Michi- 
gan on brokerage basis. Call on all 
types of trade. Address H8382, % 
The Manufacturing Confectioner Pub- 
lishing Company, 400 W. Madison 
Street, Chicago, Illinois. 


for DecemBer, 1938 


FULL OR HALF INTEREST in a 

well established candy factory for 
sale, at less than half its present value. 
Manufacturing a general line of bulk 
and count goods. Cheap labor. Cheap 
fuel. Desire to retire. Address 19383, 
% The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





WANTED 
DISCONTINUED 


CELLOPHANE 


BAGS, WRAPPERS, 


SHEETS AND ROLLS 
PRINTED OR PLAIN 


Highest Prices Paid 
Send Samples and Inventory 
HARRY L. DIAMOND 
“The Cellophane Man” 
1411 So. Michigan Ave. Chicago, Ill. 














CANDY FACTORY FOR SALE: If 

you are contemplating going into the 
candy business, you have an oppor- 
tunity to purchase a going business es- 
tablished for many years and located 
near Chicago. We have about 30,000 
square feet of floor space, well 
equipped to manufacture around 20,000 
pounds per day and which can be easily 
increased to 30,000 pounds per day. 
Fixtures and equipment are worth 
around $50,000. We have a good fol- 
lowing with syndicates, jobbers, whole- 
sale grocers, wholesale drugs and large 
retailers. Our lines are well estab- 
lished. If interested, we will sell on 
a basis of 50c on the dollar, including 
our good-will. Address J10381, % 
The Manufacturing Confectioner Pub- 
lishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





FACTORY FOR SALE: Candy fac- 

tory located in Chicago’s best help 
district. Straight line production with 
modern and economical equipment for 
5c and Ic bars and chain store items. 
Must sacrifice account of illness. 
Terms to responsible party. Address 
H8389, % The Manufacturing Con- 
fectioner Publishing Company, 400 
W. Madison Street, Chicago, Illinois. 





FOR SALE: Williamsport Candy 
Manufacturing Co., makers Peerless 
jelly drops. Reason, death of owner. 


usiness established 43 years. Na- 
tional distribution. A real business 
opportunity, Reasonable. See John A. 


Gerber, Williamsport, Pa. 
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Sy CED co naa ke a cls cocckbuedbdedeo wheres ésead Dec.-32 
Air Conditioning— 


Air Conditioning in the Confectionery Plant(Rasmussen)..Apr.-18 
Cooling Candy at the Schrafft Plant (Leathers)..........May-33 


Albumen, Determining Stability of Beaten Eggs (Digest).Sept.-40 


SE Eg Sk 6 ns kbc dad dee Wuncnetietebd ena Dec. -32 
Associated Retail Confectioners— 
A. R. C. Convention in Philadelphia (Program)...........May-31 


ns as SE IY CII gos a 5 a were de vet caneneecetenes Feb.-13 
A. R. C. Plans for “Sweetest Day” 
Enthusiastic Greeting for A. R. C. Candy Style Show....June-34 
Africa— 

British Commission Reports on Gold Coast Cocoa In- 








EE cncchein bs uta Sard atiie ov ecdnity bbe Ve beeen oA Pa i acc baled 
Essential Oil Development in Africa (G uenther). estsenes Jan.-32 
B 
Bananas Now Available to Confectionery Industry....... Oct.-37 

Bar Goods— 
Bar Goods Assortments Have Special Box...............May-83 
Bar Goods (Candy Clinic) 28 
Foil Wraps for Confections (Spangler)................... Jan.-45 
Interesting Development of Famous Bar Wraps........2 Aug.-56 
NECCO Introduces New Type Candy Bar................: Jan.-20 
New Metallic Paper for Candy Bars..............2-eeeee: Oct.-49 
pe Oe A eee Aug.-17 
Bergamot Oil, Disinfectant Action of (Digest).......... Dec.-32 
Betsy Ross Modernized Store Reflects Progressive Mer- 
I SN 0 oc ono sdon wt bec ebetss 6evsdevesesvce sys 
NS Ere Feb.-41; Mar.-34; May-5 July-4s8 
British Toffee King, Interview With (Pilcher)........... Oct.-20 


BUYER, THE CONFECTIONERY— 
Directory Shows Manufacturers Change Lines Frequently.Jan.-16 
What Price Service? (Editorial) ........cccccccccvcccscces Oct.-31 


Cc 
Cacao (see also Chocolate) 
British Commission Reports on Gold Coast Cocoa In- 
ES pI ey ee Sa eee eee ~ 
Determination of Fat in Chocolate and Cocoa by Decom- 
position with Hydrochloric Acid (Digest)............... 
Dutch Cocoa with Red-Brown Color (Mail Exchange)... 
i, Ci) MED. toes ese seed ee Sees erebecsoccoceds 
Report Cache ProGucts (Digest)... ...cccccccsccccccsccsecd 
Candy and Christmas (Editorial) 


Candy Clinic— 











Holiday Packages—Hard Candies........-.....ceseecceecet Jan.-48 
Chewy Candies; Caramels; Salted Nuts................65 Feb.-31 
Assorted One-Pound Boxes of Chocolates................ Mar. -46 
EY ERNE. so vce cdc cccicorvrisvvcdsed Apr.-24; May-47; July-50 
aang did das 640 ok CCUG S KES. OWES bbs Cord eee Aug. 
i Ce iees tesla sé Bole Chee eC On KbnW cmee re eel eees Sept. 
I alee olen. ong 65 ht 6 iid pean e.ceeneeegen Oct.-32 
Cordials; Covered Cherries; Panned Goods............... Nov.-3 
Review of 1938 Confections (Lehman)................... Dec. 
ne ragwtin es nee sesek aseheu Feb. -3 
Caramel Standards, Analysis Shows Need For (Jordan 
Sn Ads dik chebetepabvesdbenekss-00ge66vedwases May-40 
Chase—Canada Mints (Packaging).......................-Nov.-5: 
Cherries, Covered (Candy Clinic)............ccccecesceses NOV. =3 
ee Ce, CE OD cbc co cdcecancceccedeedaees Feb.-31 
Chewy Candies in Fall, Feature (Eddington)............. Oct.-28 
Chocolate— 
Certainly, Use Lean Coatings (Brown)...................May-44 
Chocolate CRED a was 60-5 os SRC ONE Oe dew s ode reser seceses Dec.-32 
Chocolate Coating for Ice Cream (Mail Exchange)...... Sept.-39 
Differentiation in Coatings of Coated Candies Suggested 
Sp ee eer ear errrerer 
Fat or Lean Coatings (Whymper)............ceecceeccces Apr.-15 
In Reply to Dr. Robt. Whymper (Brown)................« July -24 
Open Letter to Mr. Thomas Brown (Whymper)......... June-27 
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Presenting Both Sides of Controversial Subjects (Edi- 

SINE Sache dale bla: tia ack onli anlar tnak dn task carom ido hes dk Wives a ae a May-52 
Purpose of Conching Chocolate (Whymper and Shillaber).Feb.-13 
“Sereening Test” for Evaluating Smoothness of Chocolate 


NN PE CT ee ae Jan.-21 
Standardizing Particle Fineness of Purchased Coatings 

I Gre eae Ra ee eh ah SEs a REA YEE Ao Aare dd Gee Ce 
Chocolates— 


Assorted One-Pound Boxes of Chocolates (Candy Clinic ). Mar. -46 
Chocolate Goods—Labeling “Milk’’ or “Light Sweet” 
Suggested (Jordan and Langwill).. 
Coated Candies, Differentiation in Coating Suggested 
RES EE re eee me a | 
Cincinnati Candy Recovery Association 3; Feb.-56 
Colloidal Substances in Drinking Water, Importance of 











0 Rar A Ste re ee Per eee 
Colors in Packages Eliminate Guesswork in Candy 

|” ee A eS a eee yey -30 
Confectionery and Tobacco Fair Trade Commission....... Jan.-52 
Cordials (Candy Clinic) 
Cronin, New York Candy Men Homor...........sscccsess Sept.-35 
Crystallized Creams, Comparison of (Jordan and Lang- 

ME Sib noo ue dns pala eb Mik sacs Rp naire O64 ida eG he 4. Nenad se eee eee 

D 

Detroit Candy Show to Be Held Sept. 26-28.............. Feb. -36 


Detroit and St. Louis Hold Successful Candy Show 
Dimling’s in Pittsburgh Celebrate 63rd Anniversary 
Disinfectant Action of Bergamot Oil (Digest) 






Dec.-32 


SD TOE CEUIIEEED cavaccvecccnwcecnctessedeces Sept.-41 
Drinking Water, Colloidal Substances in, Importance of 
SEE uae kuals va. cas 006 64h640906000000 4 006008 06600000 OED 
E 
i i Sh. isi tele da ew teed bhe bees gecee 
Employment, Confectionery Factory, Shows Gain 
English Candy, Import Duty on, Cut in Half......... 





Equipment and Machinery— 
Air Conditioning in the Confectionery Industry (Ras- 


ED. oc anewik enn d sche eheh Cheat ees Ve ae eseweete seen eseeed Apr.-18 
Chocolate-Coating Candies by Machine (Gianini)........ 

kbd eats Ka Ons 's's hab oe cen eines wae, weet.cne; Wov.-87 
Cooling Candy at the Schrafft Plant (Leathers).........May-33 
Handling and Transferring Raw, Processed Materials 

TRE SESE 8 2S a oe re eee July -25 
Metering of Syrup and Water (Green)....................-May-39 
Motor Commutators, Take Care of Your (Miller)........ Jan. -26 
Package Machinery Company Celebrates Anniversary....May-84 
Power System, Modernized, Saves $2500 for Wallace 

DE: oc <citedekehns aot teases &Oa4 eke bd een eahee bans July-15 
Production Methods in Beech Nut’s Canajoharie Plant 

ESSIEN PE FORS eee eg eae Apr.-23 

F 

Factories— 


Beech Nut’s Canajoharie Plant, Production Methods in..Apr.-23 
English Flavor House Opens New Factory Branch (Wey- 








ROSES ETS REF ee a Ee NE a re te July-20 
Invite John Q. Public Into Your Plant (Mars) (Editorial). Aug. 
Ipnos Plant, The, in Turku, Finland (Korpela).......... Jan.-17 
Schrafft Plant, Cooling Candy in the (Leathers).........May-33 
Staley Builds Laboratory for Research and Process Con- 

PRET S MR Fe Ae ry en eee Mar.-22 
Wallace, Modernized Power System Saves $2500 For 

a tated tue Sabhhd pnekcaels weve wali tahes silos b00l July-15 
X-Ray Assures Clean Bars (Williamson Candy Co.) 

i A Dei ace eat oh white Un aw eee €bi4 a Obes Cae bade cee mel Aug.-17 
Fair Trade— 

Confectionery and Tobacco Fair Trade Commission...... Jan.-52 
Re-Sale Price Maintenance Under the Fair Trade Acts 

EE ti ade ech ob Chie Ubbeneeen re sobethea bob ctwases June-21 
Southern Jobbers Active in Fair Trade................... Oct.-25 
Flavors— 

Bananas Now Available to Confectionery Industry....... Oct.-37 
Correction of Flavor, Use of Activated Carbon For 
Crit oo Pah cad alg t bese eh ead aa ireebedadqndecemeul July-31 
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ee Flavor House Opens New Factory Branch 

ESO Ea eS Naas July-20 
Macontial Oil Development in Africa (Guenther)......... Jan.-32 
Flavors and Non-Alcoholic Beverages, Report on (Digest) July-31 
Four Spices, Notes on: Nutmeg, Mace, Cloves and Pimento 





Ne cits tnd aah oats be daly koe ae ecd wank eid leek Col July-31 
Fruit Extracts, Production of Concentrated (Digest)..... July-3 
Modern Trends Ee OE ere eae a 
Ramblings Among the Flavors (Spoehr)................. Jan.-23 


Spice and Flavor Trade in 1937, Commerce Review of.. .Sept.-41 
Fluorosis, Chronic Endemic Dental, in Ohio (Digest)....Mar.-38 





Foreign Candies (Candy Clinic) .......4 Apr.-24; May-47; July-50 
Foreign Candies, Chats On (Lehman).....................Apr.-27 
Foreign Candies, Clinic On (Editorial) 4 


Foreign Packages (Packaging Clinic) 
Fruit Extracts (Digest) 





G 
German Candy Industry Becomes Quality-Conscious. Nov. -30 
Glace Fruits and Nuts (Recipe)................-+ee.022-.NOV.-25 
Glycol, Propylene; Rate of Metabolism, Absorption, etc 
EROS HEE SEE Ee ETE a AR. 


Glycerine, Modern Candy Production Finds New Uses For 





er i CN, i. nv ouaneccdécencudesce’uace Dec.-18 
 . tS Sa aee ay 
Gum, Chewing, Sales, Open Mass Display Increases...... Oct.-50 
Gums, Starch (Jordan and Langwill)....................24 Aug.-21 

H 
Hard Candies— 
rn Erne: CROMNEERD 8... coccccccbdevececetecdeces Sept.-41 
mee Se Cem COED... gs ccc ccccencweeconsineces Jan.-48 
Hard Candy Varieties, Comparison of (Jordan and Lang- 

NN ace Sa Sait ia nada al son dip do soGhd db oes 64 ada rakwnnen ela Feb.-17 
Paemmee GooGs (CamGy Cried... ccs ccccccccccccacccvccccacl Yov.-31 
a oS vis oneee hb oC were btu en bun ee oud Dec.-31 

I 
Ice Cream, Chocolate Coating for (Mail Exchange)...... Sept.-39 
Industrial Relations— 
Conference on Industrial Relations....................0.. Feb.-38 
Function of the Personnel Director, The (Digest)......... Jan.-42 
Group Insurance Gives Protection to Confectionery 

PO CGD oc ek ccccnscccnscsecscractenopasesies Sept.-17 
Industrial Relations in the Candy Factory (Bergen)...... June-24 
Management From Then to Now—Digest (Dodd)......... July-29 
NECCO Group Life Insurance Plan (Mail Exchange)....Nov.-59 
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FROM $2.50 A DAY, SINGLE + FROM $4 DOUBLE 
WITH TWIN BEDS FROM $4.50 

LARGE, BRIGHT ROOMS, NEWLY FURNISHED! 

NEWLY DECORATED! EACH WITH PRIVATE BATH! 


3 POPULAR PRICED RESTAURANTS 
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M‘ALPIN 


BROADWAY AT 34th STREET, NEW YORK 
Under ENOTT Management JOHN J. WOELFLE, Manager 
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